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™ DEWEST ON OF a Ea OE 


We present Sky Rider Shoes for boys, a style 
line of boys’ shoes. Sky Rider Shoes also include 
a complete boys sport line and are made of 
Genuine Full Grain Calfskin, Choice Oak Bend 
Soles, Belly Center Insoles. Sizes 1 to 6, widths 
A to D. All styles $1.65, 5% 10 days, net 30. 
Suggested retail price $2.50. 


No Salesmen 


Due to limited production of these high grade 


will be furnished each Sky Rider dealer. 


BARWANM S&S EE 


Shoes for Boys 


Merchandising 


Special merchandising plans are now available for the promotion of Sky Rider shoes and 
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shoes we are not employing salesmen. No sales- 
man will call on you. 







We believe every merchant handling boys shoes 
should see this line before buying for the coming 








season. The two coupons below are for your 
convenience. One requests a catalog, the other 
requests samples. Samples are billed as shipped, 








but credit will be given if samples are returned 







within three weeks. 
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Belle Meade Shoe Company, Nashville, Tennessee 





Gentlemen: 
Please ship me a representative showing of your 
Sky Rider shoes, not over eight pair. Bill me @ $1.65, 


5% 10 days, net 30. If these shoes are returned to you 
within three weeks you are to credit me for those 


returned. 
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Belle Meade Shoe Company, Nashville, Tennessee 





Gentlemen: 
Please send me a catalog of Sky Rider Shoes, together 
with other information. 
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BELLE MEADE SHOE CO. 


NASHVILLE, TENNESSEE 
















When writing advertisers please mention Boot and Shoe Recorder 





Ed 
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The VOICE of the TRADE 


The Detroit merchants 
had a meeting to determine the 
status of the craft—it was an- 
swered as follows: 

Mike: Is shoe fitting a business 
or a profession ? 

Ike: Well, if you have enough 
customers, it’s a business. 


LCO, 
< 4 4 


O,. E. Thorpe 


at Turrell’s, out at Seattle—one 
of the best-known stores in the 
Northwest (in operation since 
1884)—has three floors of exclu- 
sive shoes and, as might be in- 
ferred, goes in for high quality. 
Mr. Thorpe has been with this or- 
ganization for 12 years. 

He had a number of interesting 
things to say, but perhaps the word 
“atmosphere” was what made the 
big impression on us. Yes, sir, at- 
mosphere counts a lot: in a store 
that serves a high-class trade— 
especially with women. That is at- 
mosphere, if it’s really sincere— 
personal service—because the sales 
people really have a lot of human- 
ness in them and like to serve their 
customers. 

“Put yourself in the customer’s 
place,’ Mr. Thorpe tells his sales 
people. ‘““Make them feel at home.” 

“We try to eliminate everything 
that could make our customers feel 


embarrassed or _ self - conscious 
when they enter our store. We 
want them to be happy and com- 
fortable. If clerks become used to 
treating their own customers in 
this friendly way, it becomes a 
habit and carries over to the 
stranger who enters for the first 
time,” says Mr. Thorpe. 

After all, in a place like Tur- 
rell’s, thinks Mr. Thorpe, the cus- 
tomer “buys the store” rather than 
the shoes. He comes there be- 
cause he likes the “atmosphere.” 
Incidentally, maybe, he buys the 
shoes. At any rate, it is the “store” 
that he takes back home with him. 
The impression of the way he has 
been treated lasts a long time after 
the shoes are gone. 

e *& * 


J. L. Rowell 


of Rowell’s Shoe Store in Selma, 
Ala., warns merchants to be on 
their guard when buying “propo- 
sitions.” One operator has a 


& 


GEDOPAHERE 


scheme for distributing free pen 
sets that ties in with a plan of ad- 
vertising, window banners, display 
easels and circular distribution. 
If you are asked to buy the pen 
and ink racket, read most carefully 
the order sheet,, for it has several 
ambiguous and tricky clauses. At- 


oe 


tempts were made by several mer- 
chants in Selma to get refunds on 
their deposits, but with no avail; 
so they have charged the entire 
matter off. to “experience” and 
now spread this warning to mer- 
chants everywhere. 
x * x* 


An Wilson 
of the Robert Wilson Shoe Com- 
pany, Hamilton, Canada, writes : 

“T expect you have had many 
men tell you that trade papers are 
of no use to them. In our case, we 
just about eat every one we can 





get hold of. I used the ‘DIS- 
COUNT SQUAD’ from the Re- 
corder, and let me tell you, it went 
over big. Started Monday the 9th 
—teasers on that day and Tues- 
day. Kept the six daily ads in 
same space on same page. Went 
on the air 25 times from 4 p. m. 
Monday to 4 p. m. Wednesday 
with this announcement only : ‘La- 
dies and gentlemen. Have you 
seen the cuts of the DISCOUNT 
SQUAD on the first page of the 
second section in the Hamilton 
Spectator? You'll be surprised.’ 
Nothing else. No store name 
mentioned. Once at 5 p. m. on 
Wednesday and twice each day un- 
til Saturday inclusively, we used 
spot announcements. We _ used 
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small individual show window 
cards and large window cards 
11 x 22, with cuts at top and bot- 
tom. The sale was a success and 
so I want you to thank the origi- 
nator and you can quote me any 
time you wish on the value of busi- 
. hess papers. We pay double the 
subscription in Canada.” 


* * xX 


Real competition 
is defined by one shoe man as 
“competing with superiority, not 
with inferiority,” and he explains 
that if a man competes with supe- 
riority, he elevates himself and 
his business—whereas if he com- 
petes with inferiority, he lowers 
himself and drags his business 
down after him. 


* %* * 


Another cheerful 


optimist from Louisiana (hap- 
pens to be New Orleans this time) 
is F. J. Eckert, manager of the 
Imperial Shoe Store, which sells 
shoes from $5.00 and up. Forty 
long years (the last one especially 
long) has the Imperial served the 
public and maybe it hasn’t seen 
things going up and down and 
sideways during that time. Repu- 
tation is the big item when things 
get rough—like building your 
house upon the rock or some such 
thing. “Well, anyway,” says Mr. 
Eckert, “we're going to remodel 
the whole store and add some new 
departments.” And maybe that 
doesn't sound like optimism. 

“Are good times coming back, 
Mr. Eckert? We mean REALLY 
good times?” 

“Are good times coming back? 
Of course they are! No doubt 
about that,” says he, with a posi- 
tive emphasis. 








5 einai Bennett, 


the motion picture actress, stopping 
at the Waldorf-Astoria in New 











G. L. Lacher, managing editor of 
The Iron Age, in his article “Bank- 
ocracy” said: 


The process of deflation is defended 
as ‘‘natural” and ‘‘salutary”’ by reaction- 
ary economists, but it is calamitous and 
damnably unjust. It crushes the weak 
and enriches the strong. The masses are 
deprived of work, their homes and their 
savings. The few who can hold on to a 
little cash or a few equities are bound to 
have proportionately larger claims on the 
wealth of the country when values again 
appreciate. The great mass of our people 
are not economists; they have little 
control over their employment or their 
incomes. When, as the result of the 
most drastic deflation in history they 
are deprived of their life’s savings, it 
cannot be justly said that they are 
being penalized for their lack of prudence 
and thrift. The charge that all America 
indulged in an orgy of extravagance in 
the 20’s is an ugly lie, summoned now to 
excuse the depredations of the acquisi- 
tive. Those ‘keen’ and “shrewd” busi- 
ness men who are now buying the 
properties of the dispossessed “for a 
song” are economic vultures. They are 
taking advantage of a paralysis of our 
credit system that has no more relation 
to the normal values of goods and serv- 
ices than death has to life. To be sure, 
they can find support for their actions 
in the sage advice of economist wise- 
acres who say that the only way to 
start recovery is to deflate to the utter- 
most bottom. But that remedy will ruin 
a generation and will stir up more dis- 
satisfaction and dangerous social unrest 
than technological unemployment multi- 
plied many fold. The machine has taken 
away Jobs but it has provided many 
more. With a properly controlled credit 
system, ingenuity and invention would 
create countless tasks to employ, feed, 
shelter and clothe men. 

Until our credit mechanism becomes 
more stable, it is futile to worry about 
such a minor social ill as technological 
unemployment. What we face today 
could be much more truthfully called fi- 
nancial or monetary unemployment. Be- 
fore industry accepts blame for this 
depression, let it inquire into the major 
responsibility of the credit system. Be- 
fore we worry about technocracy, let us 
get rid of “bankocracy.” 








en ann 








“Plenty of Money, Try and Get 
It”—the outstanding editorial ar- 
ticle in the Boot and Shoe Recorder 
in 1931, said: 


“The banker looks at the balance sheet 
and shakes his head. He sees figures on 
the statement. The banker does not see 
the business. He does not see the human 
beings dependent on that business. He 
does not see the prosperity which de- 
pends on that business and on the thou- 
sands of other businesses which are in 
the same position. He sees a man asking 
him for a loan; he does not see America 
asking him to give back the prosperity 
he is withholding.” 

*- * * 


Francis H. Sisson, president of the 
American Bankers Association, said: 

“Banks are in a better position to meet 
the credit needs of the country than ever 
before. And, contrary to some reports, 
they are willing and desirous to advance 
funds, under proper safeguards, for 
sound business expansion. Most of the 
banks, in fact, are in such a strong posi- 
tion, with such huge deposits, that they 
cannot make any money for their stock- 
holders.” a 
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York City, required a pair of shoes 
of a special pattern for an evening 
function at which she was to be 
the guest of honor. She wired to 
her regular bootmaker at Holly- 
wood, the order being received by 
him at 8 a. m. In doubt as to 
whether he could deliver the shoes 
across the continent by the follow- 
ing evening, the bootmaker called 
the Railway Express Agency, Inc., 
by telephone and was advised that 
delivery could be effected by air 
express if he might have his ship- 
ment ready for the western air ex- 
press plane taking off at 9.55 that 
morning. 

They were forwarded by the ex- 
press plane on schedule time and 
reached Newark Airport at 3.54 
p. m. the following day. From 
there, the shipment was hurried 
post-haste to the Waldorf-Astoria 
in New York and was receipted 
for by its fair recipient within an 
hour of the landing of the express 
plane at Newark. 
2k * * 


dd 
elfare of the Feet’’ 


is a new editorial feature of the 
Shoe and Leather News of Lon- 
don, emphasizing the appreciation 
of research work in the fitting of 
lasts and shoes in England. One 
writer says : 

“By the way, I wonder how 
many shoe retailers have ever no- 
ticed the affinity between hands 
and feet. Thin hands, thin feet; 
thick hands, thick feet; broad, 
square hands, the same feet, while 
the scraggy hand, with thick joints, 
often denotes that the person has 


bunions.” 
* *k x 


Md | : 
Am a Fugitive 
from a Chain Store Gang,” is the 
title contemplated for a new book 
by a shoe manufacturer, now con- 
valescing in Florida. He _ put 
all his eggs in one basket, sold 





his entire output to one chain of 
stores and when they went to the 
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“cleaners” he was squeezed out of 
business after six payrolls. All 
the fight in him had been lost 
through yessing the gang for 
years. He was in step with the 
chain but out of step with the rest 
of the trade for so long that he 
lost out in the competitive market. 
He is quite serious about telling 
the story—‘I Am a Fugitive from 
a Chain Store Gang’”—although it 
is quite obvious that his story is 
the old, old tale—the lion share. 


* * * 


The Shoe and 


Leather Record of London says 
relative to the Japanese competi- 
tion: 

“Tn the case of rubber shoes the 
tariff has been increased, but the 
additional impost is so trifling that 
it has had practically no effect in 
checking the flow of low-grade rub- 
ber footwear in this market. Brit- 
ish manufacturers are, and always 
have been, ready to face what can 
be regarded as reasonable competi- 
tion, but in the fight they have now 
to wage against Japan they contend 
that they are handicapped by meth- 
ods which render it impossible to 
conduct international trade on a 
fair and equitable basis. They do 
not complain that Japanese rubber 
shoe manufacturers are able to 
carry on their industry under con- 
ditions in respect to wages and 
hours which would not be toler- 
ated in this country. They recog- 
nize that climatic conditions and 
the low standard of living inci- 
dental to the East provide Jap- 
anese manufacturers with advan- 
tages which they will continue to 
exploit so long as circumstances, 
including unorganized labor, per- 
mit them to do so. They also 
recognize that in connection with 
tariffs it is difficult, if not impos- 
sible, to adjust them in strict ac- 
cordance with the varying natural 
conditions which prevail in com- 
peting countries. But, neverthe- 
less, they feel they are entitled to 
be safeguarded against a form of 
competition which threatens the 
existence of an industry in which 
many hundreds of thousands of 
pounds have been invested in or- 
der to bring it.to an admittedly 
high state of efficiency.” 


1933 


Siti L. Volin, 
buyer of the shoe department of 
the Gamble-Desmond Co., New 
Haven, Conn., says: 

“Regarding the subject of prices 
versus quality! Business men 
must from now on sell their mer- 
chandise at a profit and I believe 
that the merchants substituting 
cheaper quality at low prices for 
that of high quality at fair profit 
will regret the position they find 
themselves in. 

The firm who sticks to_ its 
former reputation of quality and 
maintains its prices is the one that 
will be remembered after the tide 
has turned, rather than the firm 
that is continually cutting prices 
today to get volume. 

“The business man who built 
his reputation for years and has 
now ruined it by continually cut- 
ting prices will find himself look- 
ing for a new way of rebuilding 
that reputation he built up in years 
past.” 

~ e& « 
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Stee salesman’s 
zeal betrays him as fraud. A 
young man, without overcoat or 
hat, sauntered into the shoe depart- 
ment of John Wanamaker’s, New 
York, during a sale last week. He 


























I Acme. SHOE. Co. 


Shoe manufacturer to inventor: 


occupied a clerk’s stool and sold 
five pairs of shoes, pocketing the 
$14.75 in receipts. He was fitting 
his sixth customer when the store 
detective noticed an industrious 
clerk who was not employed and 
arrested him. The magistrate is 
now holding him for $500 bail— 
for trial in special sessions. 


Ci M. Smith, 
vice-president of the National Re- 
tailers Mutual Insurance Company 
of Chicago, says: 

“Today every insurance buyer 
must examine the financial state- 
ment of every company on his risk. 
If he does not do this, he may be 
paying good money for poor in- 
surance. If an insurance company 
will not give you a financial state- 
ment showing its true condition in 
a form satisfactory to you—change 
your company, and do it quickly. 
Regardless of whether or not your 
insurance is with us, our advice on 
this subject is at your disposal. 

“During a period of nearly fif- 
teen years we have handled shoe- 
men’s insurance at a great saving 
in cost. The trade is now paying 
us about 40 per cent less than it 
was paying fifteen years ago for 
the same protection. There is an 
Association lesson in that attain- 
ment which ought to lend new 
strength to the appeal for Trade 
Association support and general 
Trade Association membership.” 
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“Thanks for the demonstration but I’m afraid there's 


a little too much bounce in your new rubber heels.” 
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The shoes that are footprinting Flor- 
ida sands give white first place. 


White kid and calf. White buck. 
White fabrics. White pigskin and a 
few fine white suedes. 


Eyelet ties and broad T-straps di- 
vide the honors in styles. Sandals 
for daytime are a little more closed, 
but beach and evening shoes still 
wide open. 

Note linen and piqué sandals for 
afternoon and evening. It’s a logical 
fashion to fit the new informality of 
cotton dancing dresses. 
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WHAT'S SELLIN 
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As Reported to the RECORDER by Florida 





by Fate 


Phe business outlook from the 
Florida resorts looks fairly encouraging. A good 
omen—we hope—for next Summer’s selling! The 
publisher of the two Palm Beach publications reports 


thirty per cent more visitors on the scene than last. 


year. “More people here,” says a Miami merchant, 
“than in the last four vears.” These people, they tell 
us, are actually entertaining and going places! And, 
according to several of our correspondents, they are 
really buying some shoes. That goes, at least, for the 
first-line resorts. 


What Colors? 


White. White. White. On this. point everybody 
agrees. “Tell the world,” says Joseph M. Burns of 
Cammeyer in Miami, “‘it’s an all-white summer season 
for 1933 in all patterns!” 

Read what the fashionist of Burdine’s tells us about 
white in their Sunshine fashion show, which was 
attended by 7000 people. 

“The shoes we featured,” says Miss Marshall, 
“were conservative, but attractively conservative ; 
subtlety is the keynote of the new footwear. This is 
a white year; white which may be worn with many 





costumes. But that white shoe must be ultra-smart 
if it is to replace several types and colors. The big- 
gest story is in the tie of buckskin, kid or calf. And 
to make this shoe interesting, considerable punchwork 
or little cutouts are employed. The three-eyelet style 
is the favorite, and these eyelets are a form of deco- 
ration instead of a mere means of fastening the shoe. 
The wider T-strap was also featured and some pumps 
were shown.” 

We asked especially about brown and white in 
spectator and sports types. “All-white,” says Wil- 
son’s, Orlando, “is miles ahead.” And the majority of 
our reports agree with that statement. 

And yet Delman’s leads the list of retailers who are 
still very successful with brown and white. Society 
snapshots from the South all show brown and white 
shoes on the smartest people. The woman who buys 
a number of Summer shoes includes this classic shoe 
in her wardrobe as a matter of course. ‘A shop with 
this type of clientele can’t do without them. The 
average store does better to concentrate on all-white. 

How about gray and beige? There is a little gray 
for window dressing. At Burdine’s, for instance, 
they showed that important combination of yellow and 
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gray accessories, just to register a fashion note. It’s 
not, of course, an especially logical color for the South 
or Summer, whatever its possibilities up North. 

The beige demand is going to Corosan. The Walk 
Over Shoe Stores in Florida report satisfactory re- 
sponse to these light beiges. “Watch beige and white 
combinations,” we hear from several sources. That 


is one of the smartest ways to play beige, by linking 
it with the all-important white in the same shoe. 


Which Styles? 


The broad T-strap is going over in the South, and 
giving the ghillie a run for its money in sports types. 
(Don’t fail to note the new shoe illustrated that com- 
bines the ghillie and the T-strap.) While some of 
the higher grade stores are getting cautious about the 
T-strap, because of its widespread popularity and con- 
sequent cheapening in price, others go merrily on 
mopping up business on this style, even at the very 
top of the price scale. 


It has been one of the big successes of Bergdorf 
Goodman’s resort shoe selling in New York. Says 
M. M. Nankin of Miami: “The white, T-strap, 
punched pattern shoe is one of our very best selling 
shoes ; in fact we have reordered a good many times 
on this particular style. The narrow T-strap with a 
high heel is also exceptionally good for afternoon or 
evening wear.” 

The general opinion is that sandals for general day- 
time wear are more closed up. The importance of 
the broad T-strap has something to do with this. But 
the tendency does not go for afternoon or evening 
slippers, or for beach wear. The young things want 
their slippers open, and open they will have them! 

Beach sandal business is excellent. From a dollar 
up to $3.95. “The greatest turnover we have ever 
had,” we hear from Orlando. Saks knitted and rope 
sandals are all over the map of Florida. To the aver- 
age shoe store, this beach sandal business may mean 

[TURN TO PAGE 44, PLEASE| 
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IN THE SOUTH? 


Retailers and the New York Resort Shops 


ELLEN TE LMS III OONE: FARES 


Little trimmed pumps like this are good. In white kid with stitching 


in self color, beige or a contrasting shade. 


The second shoe shows “screw eye” perforations. 
One of the ways of making ventilated shoes a little 
different from last year. 


(Extreme left) One of the sea- 

son’s best ideas—a cross between 

the T-strap and the ghillie. Best’s 

are featuring this shoe as their 

“sandal-oxford” in both dark and 
light leathers. 
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URING the recently held N. S. R. A. 
LD convention in Chicago, a careful survey 

of all the exhibition rooms was made by 
an inquisitive and intelligent member of the 
RECORDER staff. 

He wanted to find out a number of things 
regarding styles, grades, price trends and such 
like. 

When he made his final report to me he asked: 
“Do you want to know what I consider my most 
significant discovery?” 

“Sure do,” I replied. 

“Well, it’s just this,” he said. “I visited 
practically every sample room in the Palmer 
House, and soon began to notice that some rooms 
were pretty busy with lookers and buyers, 
whereas sample rooms of other concerns making 
practically the same grade and quality of shoes 
were nearly or completely deserted. I began to 
check up as to why this was so, and, do you know, 
after a most careful study, I discovered that the 
busy sample rooms were those of advertised 
lines.” 

This may have been a coincidence, but I doubt 
it very much. 

I do know this, however. For thirty years I 
have been a fairly active worker with and for the 
shoe industry. I have had immeasurable oppor- 
tunities to study successful organizations and sick 
businesses. I have been asked to serve as adviser, 
counsellor, doctor, psychoanalyst and cheer leader. 








I have kept my eyes and ears open, have learned 
all the traffic signals and believe I have intelli- 
gence enough to differentiate between a United 
Cigar coupon and a U. S. five spot. Conclusions 
should come only from experience and the ability 
to check up on facts. 

One very definite conclusion I’ve reached is 
this: 

If I were a manufacturer of shoes selling either 
directly or indirectly to the retail trade, I would 
endeavor to educate the merchant as to the ad- 
vantages of my product, and my factory as a 
source of supply. I would forget that old bun- 
combe yarn regarding a mouse trap, and would 
let the world know I made a good shoe and was 
proud of it. 

In other words, I would be a consistent 
advertiser, month in and month out, year in and 
year out. I would know, without the question 
of a doubt, that advertising is not an expense, 
but is a profitable and ever active investment. 

I would know that advertising does not add to 
the cost of the shoe, but does enable the manu- 
facurer to give better values to his customer 
through increased production. 

And if I were a retail merchant I would pre- 
fer, for many sound and sensible reasons, to buy 
my shoes from a manufacturer who believes in 
advertising, because it’s a safe bet that that manu- 
facturer does business above board and has noth- 
ing unpleasant to conceal. 
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TAILORING 


Pin dot perforations are prominently featured, especially 
as vamp decorations which contrast with plain blue kid 
quarter. 


ihe smartest shoe can be 
identified today by details which reflect costume in- 
fluence. Pin tucking, perforations and stitchings are 
some of the more prominent effects in footwear which 
are keyed to fashions noted in dress or related acces- 
sories. All the other details which combine to create 
shoe fashions such as patterns, lasts, heels, materials 
and colors are thoroughly discussed well in advance 
of the season, but the matter of treatment, which gives 
the shoe a touch of individuality, seems to develop as 
footwear designers create their respective versions of 
what will fit the mode. 

Pin tucking in footwear is directly traceable to the 
trend toward tucks in dress. For instance, vestees 
and shirt-waists for wear with the new suits have 
tucked effects as do the new hats. Tucking gives the 
shoe a ribbed appearance in keeping with the corded 
and crinkled surfaces in dress fabrics. The smart pin 
tuck oxford illustrated is displayed by a Fifth Avenue 
shop which offers a pin-tucked hand bag to match. 


P erforations have come rapidly to 
the fore as a decorative treatment in footwear, either 
with contrasting underlays or extending through the 
Sizes and shapes are varied, with interest ap- 
parently centering in the smaller pin-punch type 
arranged in groups to form designs such as scrolls, 


lining. 


circles, dominos, etc. Some makers employ different- 
sized perforations in the same shoe, the larger holes 
taking on various shapes. Perforations which extend 
through the lining give the ventilated effect, heretofore 
obtained through mesh inserts and at the same time 
afford a bit of decorative treatment. The vogue of 
perforated vamps with plain quarters not only offers 
contrast but centers attention on the forepart of the 
shoe. Correlation with other accessories is also evi- 
dent, as perforations are featured in gloves, belts and 
bags. 

Stitching is a costume detail which has been widely 
varied in footwear, yet maintains its distinction and 
appeal. Stitching provides surface interest either in 
self-colors or contrast. Stitched effects produce a 


DETAIL 


The Key to Chic in Shoes 
By EVELYN ZINITI 


light-looking result in keeping with the trend toward 
simple shoes. 

The vogue of trim suits seems to have established 
the oxford or tie effect as the footwear favorite. 
Rounder toes and more practical heels are also results 
of the suit influence. Colors are in monotone and 
treatments light and simple. Even pumps show the tie 
influence, the result being a one-eyelet tie which is 
virtually a pump with a grosgrain bow as illustrated. 

Side-lace oxford interest continues, the Summer 
version being a single eyelet fastening in constrast 
with the two or three eyelet side-laced tie of the fall 
season. While 1933 shoes are in usual materials in a 
range of colors to harmonize with costume trends, 
these new treatments—pin-tucking, perforations and 
stitchings—serve to give them eye appeal which will 
maintain interest in footwear for the coming season. 
In fact, these little details are as much a part of 1933 
shoes as streamlining is in the modern automobile. 


Whether much or little stitching is used, it always affords 
an interesting treatment and lends an unusual amount of 
chic to this kid oxford. 


The pin-tucked kid oxford in brown and beige. Also 


comes in pump model and in white kid. 
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N.S.R.A. Merchandising Clinic in session at Chicago, with M. A. Mittelman presiding as chairman. 


Adjusting Store Methods to Demand 


New Methods of Merchandising to Meet New Conditions 


By M. A. MITTELMAN 


The main subject, “Adjusting Store 
Methods to Consumer Demand,” is sub-divided into 
various phases, the first of which is “The Fallacy of 
Volume Without Profit.” 

The definition of the word “fallacy” is misconcep- 
tion or deception, and the choice of this word is in 
itself an answer to the question, for in striving for 
volume we force the issue; we sell people and do not 
serve people, which is the basic reason for the existence 
of the retailer. 

Today we cannot figure on volume, for it is a thing 
we must set aside and we must try to make a profit on 
what business can be obtained through properly serv- 
ing our trade with what they want when they want it 
at the price they want to pay. We must adjust every- 
thing else in relation to that business. 

The old manner of merchandising of some of us, to 
strive for volume and build business by promoting 
sales and forcing purchases, has been detrimental to 
the individual store as well as the retail industry in 
the past, as it lent itself to pressure, exaggeration, 


misstatement, improper service both from personnel 
and merchandise. Above all, we worried too much 
about competition and did all we could to obtain ad- 
vantage over our competitors instead of tending to 
our own business. Certainly today this method is far 
removed from bringing about a successful result, as 
today the customer who will purchase is interested 
only in what she desires and not what you wish to 
accomplish. 

The first principle and only reason for being in 
business is to make a profit; if this cannot be accom- 
plished the business is bound to vanish. 


Stressing Quality Rather Than Price 


I think that this isthe most vital subject being dis- 
cussed, for it and its proper merchandising is what 
is going to lead us back to a profitable future, be- 
cause today the public has become fed up with cheap 
merchandise, disgusted with sales and the public that 
is buying wants good quality, merchandise that is 
right from a fashion viewpoint, and at a definite time 
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required by themselves. The merchant’s only salva- 
tion is to present quality through his salespeople, 
window displays and advertising. In this way he 
builds up a reputation for the future of having the 
kind of merchandise that is wanted from a quality 
standpoimt and in keeping with the lower standard 
of price today as compared to the peak periods. 

It is more economical to advertise’ quality with 
price, as the consideration to show that the article is 
in keeping with the lower prices of today, than to 


demand. Bear in mind that outside influences from 
fashionable resorts both abroad and here as to what 
people are going to want in wearing apparel are going 
to affect demand and tie your shoe stock up with the 
apparel situation. 

Quality is most important, but it must be quality 
such as your store stands for. Quality is determined 
by the price you have featured in the past and that 
your customers have accepted in the past. Quality is 
based on the volume you anticipate. Price is deter- 


keep pounding away on price 
and price features. The results 
obtained from advertising pro- 
moting price only are less in 
percentage and therefore great- 
er in cost than that obtained 
from featuring quality, because 
quality advertising is for the 
future as well as today. When 
you feature quality as the major 
consideration and you do fea- 
ture price for a special occasion, 
the public has more confidence 
in your merchandise because of 


your former advertising, taking . 


into consideration that you are 
not constantly advertising “spe- 
cial features” and “sales” of 
one kind or another. Strive not 
merely for a sale but for a new 
customer instead, and remember 
the customers never really buy 
price—they buy merchandise, 
but they are interested today in 
its price. 

In order to be able to fulfill 
this requirement first you would 
have to have a complete analysis 





FALLACY OF PROFITLESS 
VOLUME 


“TODAY we cannot figure on volume,” 
M. A. Mittelman, of Detroit, told mem- 
bers of the National Shoe Retailers As- 
sociation at their convention in Chicago 
last month. 


“It is a thing we must set aside and we 
must try to make a profit on what busi- 
ness can be obtained through properly 
serving our trade with what they want 
when they want it at the price they 
want to pay. We must adjust every- 
thing else in relation to that business. 


“The old manner of merchandising of 
some of us, to strive for volume and 
build business by promoting sales and 
forcing purchases, has been detrimental 
to the individual store as well as the re- 
tail industry, as it lent itself to pressure, 
exaggeration, misstatement, improper 
service. 


“Certainly today this method is far re- 
moved from bringing about a successful 
result, as today the customer who will 
purchase is interested only in what she 
desires and not what you wish to 
accomplish.” 


mined by your set-up on your 
anticipation of your business 
for the coming season. Style is 
the paramount requirement, be- 
cause if the quality is correct, 
if the quantity is correct and 
the price is correct, your style, 
by virtue of a definite knowl- 
edge of the coming seasons, is 
based on your thought of co- 
ordination in apparel style. 

This is determined by past 
records and is sub-divided into 
groups such as “family” groups, 
which have a definite require- 
ment ; style groups, and special- 
tv and price groups, which have 
a definite requirement. 

Sizes are something you get 
from your past sales, which 
you should have properly re- 
corded and thoroughly analyzed. 

Colors are available from the 
Style Committee (if you have 
not already obtained same) and 
materials likewise. 

The first consideration is to 
determine whether you can give 


of your past business, showing 


them the kind of quality that 





what the customers you have 
been selling mostly desire and 
require. Fit that picture in with conditions of today 
and the buying possibilities of the people to whom you 
cater; understand all fashion trends that you can; 
anticipate the demand the people you cater to are 
going to make; there are a great many people today 
who ¢an and will buy and who have definite standards 
and requirements, the principal one of which is 
QUALITY. See that you have the proper merchan- 
dise at the right time; know something of the selling 
of other articles of apparel to the customer, so that 
your part of completing the outfitting of the indi- 
vidual will link with the actual purchases of the other 
portions of the wardrobe. 

Aside from your experience of what the customer 
has bought in the past, your own knowledge of fash- 
ion in the future should enable you to buy to that 


your store stands for at the 
price you are featuring. Mini- 
mize your price ranges so that you can have a greater 
variety of merchandise at prices you find best for your 
store, concentrating on as few prices as possible, 
stocking them properly. By this concentration you 
can carry smaller stocks in total units and more styles 
and sizes in the prices that are best for your store. 

Your lowest price group customer will come up to 
the next price group on outstanding fashions, if she 
is impressed with.them, to the extent of 25 per cent 
of her purchases. Your highest price group customer 
will be contented with the quality, minus highly 
styled merchandise, in the next group below your 
highest priced group to the extent of 25 per cent of 
her purchases, so that what you gain from the bottom 
or top group should be used to strengthen the two 
middle groups, 
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By W. J. Crawlord 


Crawford Shoe Store, Peoria, Ill. 


How to plan and operate a stock 
system which prevents excessive stocks 
is told in detail by a merchant who 
operates several family shoe stores in 


towns of 10,000 population and up 


Stock control occupies a major 

function in any shoe store or shoe department. Until 
recently a stock record or control was looked upon by 
the average shoe store in the average town with fear 
that it would involve too much time and that it would 
be too expensive to maintain. Such is not the case. 

Every store should have a stock control record. 
Some of course require more elaborate records than 
others. The advantages of a stock record or control 
are four-fold. In addition to furnishing information 
that follows the merchandise, it furnishes adequate 
information for use in buying, selling and sales pro- 
motion. It insures peak and low stocks at the proper 
time. It insures balanced stock as to price, style 
appeal and fashion rightness. It is of inestimable 
value in Hhuilding up information as to the best sell- 
ing size. 

I operate family shoe stores and shoe departments 
in several medium-sized Illinois towns ranging in 
size from 10,000 to 100,000 population. I have two 
separate and distinct operations—one catering to 
medium and better grades; the other to medium and 
lower grades. The latter is located principally in 
department store basements. 

In our better departments we have very little diffi- 
culty in maintaining a perpetual stock record system 
where every pair of shoes can be followed through. 
This I feel is absolutely necessary in the successful 
operation of a better shoe department. 

Until recently, however, we had considerable diffi- 
culty in keeping up stock records in our basements 
and stores catering to the medium and lower grades. 
The rapid turnover in pairs required too much work 
to follow through on every style. We therefore 


Family Shoe Store 
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tock Control 















W. J. CRAWFORD 


worked up a plan which is very satisfactory and easy 
to maintain. 

Please keep in mind that I am referring to a family 
shoe stock where shoes, rubbers, felts and findings 
for men, women and children are sold. We first break 
up the stock into the following classifications : 

Men’s dress, men’s work, boys’ and women’s. 

The women’s we break into three classifications : 
Women’s novelty, women’s arch, and women’s others. 
These cover comfort house slippers, sport oxfords 
and any other types of shoes for women that cannot 
be classified as novelty or arch type. 

Then misses, children’s (5% to 8 and 8Y% to 11, 
both in one group), infants, tennis shoes, rubber and 
felts, making in all twelve classifications. 

It is an acknowledged fact that a family shoe store 
should maintain a three time or better turnover. We 
therefore simplify this set-up further by condensing 
these figures on a weekly basis. For instance, if there 
are in this stock 600 pairs of men’s dress shoes and 
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oxtfords, it is necessary to sell 360 pairs a week in 
order to get a three-time turnover. 

This is my hobby—right here. I watch it every 
week. You will find after you get into it you will 
see at a glance just how you are doing and what to 
do in the way of keeping your stock level. Let me go 
over this again: 

We simplify this set-up further by condensing these 
figures on a weekly basis. For instance, if there are 
in this stock 600 pairs of men’s dress shoes and ox- 
fords, it is necessary to sell 36 pairs a week in order 
to get a three-time turnover. By dividing six into 
thirty-six and adding the zeros, it equals 600. In 
other words, it is necessary to sell six pairs a week 
for every 100 pairs in stock, or one pair a week for 
every seventeen pairs in stock. 

That is very simple after you get your figures—to 
go right through and see at a glance just how you 
are doing, and if the stock is out of line, try and 
correct it. With a little practice one can see at a 
glance the turnover maintained from week to week 
on any group or on the stock as a whole. 

It can even be broken up further so that it can be 
checked from day to day; however we have found 
the weekly analysis best. 

In budgeting purchases it is of inestimable value 
to know the total number of pairs sold in any group 










































































THE FOUR-FOLD ADVANTAGES OF 
STOCK CONTROL 


It furnishes adequate information for use in buying. 
It insures peak and low stocks at proper times. 


It insures balanced stock as to price, style appeal and 
fashion rightness. 

It is of inestimable value in building up information as 
to the best selling size. 








and if a group is not showing the proper turnover, 
either the stock is out of line or a sales promotion 
may be necessary to bring up the volume. By follow- 
ing this control it is easy to determine when to have 
the stock at maximum or peak and when best to 
have it at the minimum. 

Again let me say that this system is of greater value 
where rapid turnover and large job lots of shoes are 
used. 


We tind siebencnntuetyy 
making an analysis from our sales tickets, we can best 
arrive at the most popular prices. A great many 
stores use their perpetual sales record in building up 


their best selling prices. Naturally we will push 


harder the shoes we buy to sell for seven or ten dol- 
lars, but I feel that through the salesmen we can, up 
to a certain point, depend on them to give us first- 
hand information as to the price range that will go 


best. 

I firmly believe that 1933 will smile with favor on 
the merchant who is able to give his customers un- 
usual values. Overhead must come down. Landlords 
today are forced to interest themselves in the welfare 
of their tenants. It is not so easy today to replace a 
tenant; therefore, don’t be afraid to show your land- 
lord what you are up against. 

I have in mind a landlord who has had five bank- 
ruptcies in three store rooms within the past year, and 
these locations are rated 85 per cent. For the past 
five years this landlord has favored the chain stores. 
He felt that they were more progressive and a better 
risk. Today he favors the individual—someone upon 
whom hecan depend. 

Twenty years ago the shoe store lessee was the most 
desirable. The landlord was willing to make an extra 
concession to the shoe man. In the near future the 
shoe man is going to be considered one of the best 
tenants available, so don’t hesitate to go after your 
landlord. Make him bring his rent down to where it 
should be. 

Business men are going to have to take an active 
part in politics. You are going to have to join hands 
with your landlord to reduce the tax burden. If you 
are not already taking an active part in politics, my 

[TURN TO PAGE 44, PLEASE] 
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‘the time for floundering 
around is finished. It is time to get busy on this sea- 
son’s business, with this season’s determination to sell 
and serve. The conversation period is over. Action 
must take its place from now on. Last week marked 
the end of the conventions and the conversations and 
the conferences. Even the subject of price-cutting is 
taboo. 

Part of the responsibility for such cheap shoes as 
have been ordered is up to the retailer who has let 
everyone else, but himself, run his business. From 
now on, if he hopes to make a dollar and a living, he 
has got to get some sort of a price for his services 
over and above the cost of the shoes. If he intends 
to give both services and shoes, he must ask a fair 
price for both, if he hopes to continue in business. 
No longer can he flounder around and have every 
price and every type of shoe to hit every imaginary 
customer’s demand. 

He must simplify his stock, his service and his 
thinking, for there is a Spring season opening that 
has within it the possibilities of a living wage if one 
works, or the probability of red ink if one spends the 
majority of one’s time in conversation and floundering 
around. 

The shoe business is coming back to shoe men. 
Those who are well versed in their business who know 
what a shoe should contain. Shoe men have an oppor- 
tunity to bring the shoe business back to their stores 
because in those houses where shoes are one of a thou- 
sand items, there is a possibility that the merchandise 
man may continue to think that shoes and bookkeep- 
ing are one and the same. Shoe men know how to 
detail an order, specify ingredients and finally how to 
check the shipment to see that it is up to specifications. 
Merchandise men, as such, term shoes items and meas- 
ure them against the thousand and one articles of a 
big general stock. 

But shoes have returned to their former character- 
istics—bought for a purpose, for a fashion, for a need. 
The public is buying shoes again, not items. The sale 


No More Floundering—Spring's Here 





of a shoe is no longer a casual incident of a day's 
shopping. It is a careful, purposeful investment of 
money by the public in a very important necessity 
worn by every man, woman and child in America. So 
we can truthfully say that shoemen face a season that 
has within it an opportunity for a sale of shoes and 
service. The dollar shoe period will pass if for no 
other reason than not enough of shoe and service can 
be given at that price. 


li a merchant is interested in units, 
in store traffic and thinks in terms of crowds and 
wrap-ups, why, then the low-price items give him 
pleasure but no profit. If he is seriously interested in 
getting some money for his work, he is going to 
handle shoes that give him both pleasure and profit 
and the public real profit and pleasure in wear and 
service. 

‘The shoe business is straightening out, but it had 
to go through a lot of conversation and floundering 
about to find the straight path to real service and 
profit. 

Here’s a real creed, written by an American, T. J. 
L. Crane, in Sales Management, which has been re- 
printed in publications printed in English the world 
over. In fact, we cut it out of an Australian publica- 
tion. 


I believe in the goods I am selling; in the firm I am work- 
ing for; and in my ability to “get results.” 

I believe that honest goods can be sold to honest men, by 
honest methods. 

I believe in working, not waiting; in laughing, not weep- 
ing; in boosting, not knocking; and in the pleasure of selling 
goods. 

I believe that a man gets what he goes after; that one order 
today is worth two orders tomorrow; that no man is down- 
and-out until he has lost faith in himself. 

I believe in today and the work I am doing; in tomorrow 
and the work I hope to do; and in the sure reward which the 
future holds. 

I believe in courtesy, in kindness, in generosity, in good 
cheer, in friendship, and honest competition. 

I believe there is an order somewhere for every man ready 
to take one. I believe I am ready—NOW. 


[TURN TO PAGE 36, PLEASE] 
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Which OF the 


Five Shoe Dealers, 
Each kept a store; 
One cut his prices 
And then there were four. 


Four Shoe Dealers, 
Feeling sad but free; 
One wouldn't advertise 
Then there were three. 


Three Shoe Dealers, 

One felt pretty blue; 

He let his stock run down 
That left but two. 


Two Shoe Dealers, 

All their rivals gone; 
One forgot his overhead 
And that left only one. 


Five Are You? 


One Shoe Dealer, 
Decided he could get 
Some lessons from experience 


So he is growing yet. 


He carries all the sizes 

And all the widths too, 

Never loses sales 

So he never feels blue. 


He sells Enna Jetticks 
Sells ‘em by the score 
Fits shoes so perfectly 
Women come back for more. 


The moral of this story is, 
(Match it if you can} 

"There's nothing in the universe 
Like Enna Jettick's plan." 


ENNA JETTICK SHOES, INC. 
AUBURN, N. Y. 








When writing advertisers please mention Boot and Shoe Recorder 
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Rubber Footwear [ariff Raised 


to Maximum 
by President 


i= meet the damaging competition of 
Japanese and Czecho-Slovakian rubber footwear and 
protect the American rubber footwear industry and 
its workers from the disastrous effects threatened by 
the increasing imports of low-wage rubber shoes 
from these countries, President Hoover and the Tariff 
Commission used the maximum power conferred on 
them by the tariff act last week to increase the tariff 
on these products. 

The President’s proclamation of increase, which is 
made effective March 3, imposes the maximum tariff 
rates on these articles by fixing the American selling 
price as the basis for the rates, instead of the cost of 
production. It followed an investigation by the Tariff 
Commission, which was requested some time ago by 
rubber footwear manufacturers. Under the flexible 
provision of the tariff act, no increase in excess of 50 
per cent can be made by Presidential proclamation. 

Depreciated currency played its part in the damag- 
ing competition which the American rubber footwear 
industry has been experiencing as a result of the in- 
creasing imports from Japan. The commission found 
it difficult, owing to the depreciation of currency in 
Japan, to obtain exact data on the cost of production 
there, and a further investigation was suggested. 

Statistics gathered by the Customs Bureau showed 
that in the first eight months of 1932 imports of 
rubber-soled shoes from Japan totaled 2,467,646 pairs, 
as compared with 1,074,096 pairs in 1930. The value 
of the imports jumped from $138,013 in 1931 to 
$250,485 in 1932. 

American manufacturers protested, at hearings con- 
ducted by Commissioner Eble of the Customs Bureau, 
that Japanese rubber-soled footwear was selling in 
the United States at retail prices below the cost of 
raw materials to the American manufacturer. 

Articles investigated include tennis oxfords, lace- 
to-toe shoes and sandals, all having fabric uppers and 
rubber soles, and rubbers, rubber gaiters and rubber 
boots. 

The commission in a statement said that “competi- 
tion in the United States from foreign sources became 
important in 1932, during which the volume of 
imports of footwear increased, while unit import 
prices decreased. With respect to footwear having 


Action Aimed at Coolie Labor Prod- 
ucts from Japan and Low Cost Com- 
petition of Czecho-Slovakia, Which 
Have Threatened the Future of 
American Industry 


fabric uppers and rubber soles the number imported 
represents about 10 per cent of domestic production, 
for footwear wholly or in chief value of rubber the 
ratio of imports is about 3 per cent, but imports in- 
creased during the late months of 1932. 

“For footwear having fabric ‘uppers and rubber 
soles the commission finds that Japan is the principal 
competing country for oxfords and sandals, and 
Czecho-Slovakia for lace-to-toe shoes. With respect 
to boots, shoes and other footwear, wholly or in chief 
value of rubber, the commission finds that Czecho- 
Slovakia is the principal competing country. 


Md 

— for the domestic articles 
for footwear having fabric uppers and rubber soles 
were obtained for the trade ended July 31, 1932, and 
for footwear wholly or in chief value of rubber were 
obtained for nine months, ended September 30, 1932. 
The commission found that costs of production in the 
principal competing countries were not readily ascer- 
tainable, and as evidence thereof, accepted invoice 
prices. Domestic costs also were obtained for the 
foregoing articles for trade periods ended in 1931, 
but they were not used because of the lack of costs 
for significant comparable imports. 

“Because of the comparatively short period covered 
by the cost and price data and the unusual conditions 
prevailing in the domestic and foreign industries, 
partly due to depreciated exchange in Japan, one of 
the two principal competing countries, the cost differ- 
ences ascertained, although representative of condi- 
tions in 1932, and at the beginning of 1933, may not 
be representative for a later period. For these rea- 
sons the commission states that it may be desirable to 
consider the subject again after cost and price data 
are available for another season.” 

The subject of low-price foreign competition on 
rubber footwear has been given wide discussion since 
this class of merchandise began to make its appear- 
ance on the American market and higher duties were 
asked. American rubber footwear manufacturers pro- 
tested to the Tariff Commission, pointing out the 
‘disastrous effect of such competition upon the Ameri- 
can industry and on wages. 
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FOR EVERY FOOT CORRECTION 


there are 


‘ 


For over fifteen years the W. B. Coon Co. has built a line of Corrective 
Shoes for practically every type of foot trouble. 


New and progressive improvements have been made constantly. Only a 
line featuring shoes for every type of foot trouble can logically meet 

‘ your customers’ needs. For anyone to insist that one type of shoe will 
correct all troubles or prevent them is hardly consistent with your own 
experience. 


Mail the coupon below and we'll send you descriptive literature about an 
unusually varied Corrective Line. Perhaps we have the particular type 
you have long been looking for. 


3/4 Counter 


No. 506 $5.10 TreX Laat No. 505—Black Kid—$5.10 
aS 


No. wee Black Kid Tread Balancer Insole, two width 


combination RX last, wedged in- 


$4.85 sy fa yy So- sole, 12/8 heel. Wingfoot top. 
No. 506 has Tread Balancer In- ; t: MS) aetna }) 


sole. Both are made on No. LY Ly 
Oa / 


361, a two width combination 
last, straight innerline, 10/8 
heel. Wingfoot top. 





No. 500—Black Kid—$4.85 
No. 501—Brown Kid—$5.10 
Made on two width combination 


RX Health last, straight inner- 
line, carries 12/8 heel. 


No. 1500—Black Kid—$5.10 Available No. 2043X—Black Kid—$5.10 


Beng ar goon Insole No. 353, Widths AAA to EEE Made on three width combina- 

ree widt bination buni : ion No. 356, M 1 last, 

last, 14/8 leather Cuban heel. Sizes 3% to 11 mia round agg A 
14/8 leather heel. 





W. B. Coon Co., 

37 Canal Street, 

Rochester, N. Y. 

Gentlemen: 
C) Please send me literature on Corrective line. 
] Send me a pair of No.......... Size 


37 Canal Street, Rochester, N. Y. 


520 Marbridge Bldg. 
New York Offices, 34th & Broadway 


2 506 Security Bldg. 
Chicago Office, 189 W. Madison St. 





= 
“ 
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Now THE SATURDAY 


to play 
romp throw 
than you © 
Goodye#t 
will stop © 
etboo 


neans MY 
hoes 
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EVENING POS T 
COLLIER’S- LIBERTY 


help you build sales on the 


ECONOMY 


of Goodyear Wingfoot Soles 


FF many months, alert shoe stores have been selling shoes by 
featuring the economy of long-wearing Goodyear Wingfoot Soles. 


The success of this sales idea is shown by the increased use of these 
money-saving soles—and the increased sale of shoes on which they 


are used. 


Now that story is carried to the public. Week after week—in the 
spring months and in the fall—a constant pressure of advertising in 
3 powerful weekly magazines will make more people want Goodyear 
Wingfoot Soles on the shoes they buy. 


That ought to make these economy-giving soles an even greater asset 


to you in winning customers in 1933. 


WINGFOOT SOLES 


When writing advertisers please mention Boot and Shoe Recorder 
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PROTECT 
THE 


PUBLIC 


And Defend Good Will in 
Shoes by Relentless Warfare 
Against Misleading Use of Names 















SAUL A. WEINGARTEN By SAUL A. WEINGARTEN 


President, London Character Shoes, Inc. 












WARNIN G! Undoubtedly, one of the most 














BEWARE OF IMITATIONS outrageous by-products of the current merchandise situa- 
Sumac, tion is the victimizing of people who seek economy by 
THESE SHOES ARE IMITATIONS! foisting on them spurious merchandise—with spurious 







use of names in which the public has confidence. 
Primarily it is for public protection that we have de- 





In the past we have successtully prosecuted imitators in the courts and we are in 
the process of doing so again 





To deal with these infringemencs that crop up trom time to time, however, entails 







WW. 



































































































delay, and in the meantime, many people who have worn Genuine London Character 
Seeraies Gameon ctlres nd ers dn artes peshoncs eee pate voted ourselves to prosecuting relentlessly the offering of 
aa spurious shoes under the name “London.” The injunc- 
LOOK FOR THIS TRADE MARK tion issued on our behalf by Judge Joseph M. Callahan 
London is only one step of a complete campaign of public protec- 
THESE THREE WORDS on or THE GENUINE non. : a ; | 
LONDON CHARACTER SHOE Today many men are finding it increasingly difficult to 
maintain good appearance and healthy feet—and_ the | 
money that they spend for shoes is more important than z 
it ever was. | 
For unscrupulous dealers to offer nondescript shoes to | 
oo. <i them by forging a trade mark in which they have con- | 
supreme Gourt fidence, and falsely representing shoes to be London & 
wew vous COUNTY: Shoes is, in many instances heart-breaking. We view this | 
“eee not as a commercial attack upon us so much as an unfair- | 
Losi ——— ee ness to a much aggrieved public, with effects that are ee 
ee ies serious in human values. | é 
eke -. <_ smn a Every manufacturer with a good name to defend should 
—" a ont help protect the public—it is those manufacturers with the 
———— ane best names who are most apt to be targets for counterfeit Lc 
INJUNCTION ORDER = merchandise. 
ccnianas, ALLAE § OUeT™ As soon as we heard that “unscrupulous dealers were 
Oe oma ma ‘ selling shoddy merchandise, counterfeiting our name, we 











announced to the public that genuine London Shoes are to 
be bought only in our stores; that all others are frauds; 
and took legal steps resulting in the injunction. We be- 
lieve that the merchant or manufacturer who has been 
deterred from taking such steps because of the expense is 
false in his duty to the public. 
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SAKS- FIFTH- AVENUE 


49th to 50th Street 


A Series of Southern Shoes in 
WHITE WASHETTE CALF 


NUT esse. ets hl ta ettan atinie 
can be washed with soap and water! lt’s as simple as 
that — and we only wonder why washerte calf wasn't 
invented before. It’s soft and supple, and has the work- 
manlike quality that makes a southern fashion success. 








petated from the New York Times, 
Devember 29. 1932. 


Oulo 


— SS 
5 Ne WEG 
—_ 


For Smart Resort 


or Sports Footwear 


this ideal tannage of fine leather 
gives the discriminating stylist 
something unusual to work with in 
creating dainty footwear. 


WASHETTE light weight calf shoes 
have the added sales appeal of 
only requiring a soap-and-water 
facial for keeping them clean and 
sparkling. 


An ideal leather also for nurses’ 
shoes, and for children's footwear. 
Sturdy, shape holding, mellow 
glove-like comfort in wear, with a 


fine grain, a tight break. 


Swatches on request. 


LEAT FAT HE 


RARD OHIO 








B. ALTMAN & CO. 


FIFTH AVENUE AT THIRTY FOURTH STREET 


White Washette 
Cruise SHOES 


.. they come clean 


with soap and water 


These new white shoes don’t resent wash-day at ‘all— 
you clean them simply by giving them a soap-and-~ 
water facial. It's quicker easier and the shoes 
themselves are as smart 2s a whip. 
THE SPORT SANDAL - $10.50 
THE CUBAN OXFORD. . 10.50 


THE OPERA PUMP «10.50 
SHOBS—SECOND FLOOR 


ALSO AT OUR BAST ORANGE AND WHITE PLAINS SHOPS 





Reprinted — the New York Sun, 
anuary 5, 1933 


R Co. 
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Functioning 


litustrating his points with 
the aid of a photograph of a double-door, soundproof 
telephone booth, ingeniously hinged wooden models 
of feet, toy balloons and a round-bottomed glass 
candy compote, Paul Krippendorf, inventor and shoe 
factory research expert, told members of the Boston 
Boot and Shoe Club, at its last meeting, some of the 
things he has found out about shoes and feet during 
the last 50 years. 

The inside door of the double-door booth slides 
back and forth as the door is opened and closed. 
When the door is flung open the inside door retreats, 
or grows shorter. Closed, the edge of the inner door 
is flush with that of the outer. 

Somewhat similar to this, Mr. Krippendorf 
claimed, is the relative action of the foot and the 
forepart of the shoe in walking. As the body rises 
on the ball of the foot (in other words, as the foot is 
flexed) the horizontal length of the shoe forepart 
tends to shorten and the foot tries to push farther 
forward in the shoe. 

“You can easily see, therefore,” said Mr. Krippen- 
dorf, “just what happens to the foot when short-fitted 
shoes are worn. The foot cannot go forward because 
there is no room for it and all the strain of the for- 
ward push is transferred to the longitudinal arch. It 
is exactly as though heavy pressure were exerted 
simultaneously and in opposite directions on the heel 
of the foot and the toes. There is a squeeze which, 
in a plastic material, would decrease the length of the 
squeezed object.” 

But you cannot, as Mr. Krippendorf says, shorten 
the length of the foot. Instead it tends to buckle, or 
collapse upward. 


4d 
W. hear a lot about fallen 


arches and flat feet,” commented Mr. Krippendorf, 
“but an arch cannot fall down until it has first been 
broken upwards.” 

By this time the speaker had passed from a con- 
sideration of his telephone booth analogy to a con- 
crete illustration of his point by means of a hinged, 
wooden foot. Using this he showed how, as the longi- 
tudinal arch of the foot is buckled up, the bones 
forming the keystone of the arch are forced apart. 


This process of bone separation is accompanied by a. 


stretching or elongations of tendons and muscles 
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Homely Articles Illustrate Foot 


Paul Krippendorf Lectures 
at Boston Boot and Shoe Club 


originally designed to keep the bones from separating. 
If this stretching is continued, Mr. Krippendorf 
pointed out, the increased length of muscle and tendon 
becomes permanent, the bony arch is weakened and 
eventually the arch collapses from its buckled-upward 
position and falls flat. 


M.. Krippendorf professes to see 
a weakness even in the theory of the last with a 
straight inside line because, as he explained it, a 
straight line does not conform closely enough to the 
outline of the foot, undue pressure is apt to be exerted 
on the great toe joint and nature’s defense, a bunion, 
is the result. 

Why do shoes slip at the heel ? 

There may be two reasons, either one or both being 
contributing factors, as Mr. Krippendorf has rea- 
soned it out. Reverting to the first part of his talk, 
as the foot flexes in walking and attempts to grope 
its way farther forward into the shoe, it soon finds 
the point beyond which it cannot go. The resultant 
pressure is then transferred, through the beny arch 
of the foot, to the heel, causing the counter to bulge 
out at the back and developing a gap at that point 
which causes holes in hosiery and blisters on the ten- 
don of Achilles. 

The other factor which he says makes for slipping 
heels, Mr. Krippendorf introduced by displaying a 
round-bottomed candy compote and a small inflated 
balloon. The compote was a‘cupped heel seat. The 
balloon was the heel. With the weight of the body on 
the heel it snuggled firmly into the cup. Without a 
cup, however, according to the speaker’s theory, the 
bottom of the heel is flattended out and the side walls 
of the heel bulge outward. This outward bulge of the 
heel in turn forces the counter to bulge outward at 
the sides, a condition which may gradually merge into 
permanence and a loose-fitting shoe heel develops, 
rubbing up and down with every step and causing 
callouses. 

Mr. Krippendorf has been devoting some thought 
furthermore, to the positioning of the metal shank in 
the shoe. If the front end of the shank is anchored 
too far forward ina shoe, he claims, it is obvious that 
the sole of the shoe, in walking, cannot flex at the 
point directly beneath the flexing or bending part of 
the foot. [TURN TO PAGE 58, PLEASE] 
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OC} a 


Of 


SPRING 


919 CHAFF BEIGE 834 INDIES BROWN 
917 FAWN BROWN 821 SWAGGER BROWN 
916 LEAF BROWN 907 ADMIRALTY BLUE 


So has fashion decreed. And, in the incomparable 
Tandrite Calf, these colors attain their highest state 
of effectiveness. 


Exquisite finish, fine grain, high lustre and pliable 
body... such are the qualities of this masterpiece 
of the tanner's art. 


“Tandrite 


Cif 


E. HUBSCHMAN & SONS, INC. Phila. 


_TANNERS OF FINE CALF LEATHERS 
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Hosiery section in the beautiful new store of Farr Bros. at Allentown, Pa. 


Contest Quickens Hosiery Selling 


How an Old Established Store Put Quality 
Department Over Despite Price Competition 


Wen Farr Bros. remodeled 
their fine shoe store in Allentown, Pa., special atten- 
tion was paid to the setting and layout of the hosiery 
section. A clear conception of how well this depart- 
ment was laid out may be had from studying the 
illustration at the top of this page. 

The amount of space given to display purposes, 
both the wall and sales cases, is exceptional and is 
very well balanced. Then the location of the depart- 
ment, right inside the front doors to the left, makes 
it easy for the “off the street” hosiery buyers to step 
right to the hosiery selling cases. This broad expanse 
of displayed stockings is sure to attract the attention 
of each and every person inside the store. 

With this fine department all set to do a record 
business at the start, the management felt that if all 
the store’s selling force were particularly interested 
in the success of the stocking section it would do a 
satisfactory business at once.- Furthermore, a lasting 
hosiery trade would ensue if the department started 


off with a generous volume of trade. The house en-— 


joyed a very good hosiery trade, even before the 
store was completely remodeled, and this provided 
the foundation on which to build increased patronage. 

The management felt a contest among the store’s 
employees, to last six weeks, would be the quickest 
and surest way of spotlighting the hosiery depart- 
ment and so the following set of rules was formu- 
lated : 

There will be three cash prizes, amounts to be 
decided when contest closes. 

To qualify as a participant you must bring 
TWELVE CUSTOMERS to hosiery department 
during each of the two weeks, regardless of whether 
a sale is made or not. Every customer you personally 
sell hosiery to, counts same as if you broughr cus- 
tomer to the hosiery department. These sales you 
personally make will be added daily to your credit. 


Regarding the Contest Checks 


For every customer you bring to the hosiery coun- 
ter, or for every hosiery sale you personally maké, you 
will receive a yellow check with your clerk number. 

[TURN TO PAGE 45, PLEASE] 
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ORS aes 


WILLOW CALF 


. S$PRING 
DEMANDS COLOR 
and especially 
the 
LIVELIER COLORS 
IN 
SMART FOOTWEAR 


COLOR 
451 


CHAFF BEIGE 


as interpreted in 
Rosebay Willow Calf is one of the 
most popular shades. With its com- 
panion COLOR—it is most suitable 
for Spring shoes which must be smart 
—and reasonable. 


COLOR 
456 


COROSAN 
Rosebay Willow 


, | 
Calf is available in staple Spring 
colors, including a beautiful white for 
late Spring and Summer—as well as 
a variety of specialized shades meet- 
ing every requirement. 


ROSEBAY WILLOW IS ECONOMICAL .... PRACTICAL... 
AND MORE SUITABLE FOR SMART FEMININE FOOTWEAR 


ws RI VI VRE WOT XO VOI VOT XO YET VET VWF VOT VOT 
A a OPE ee I a eT eT 


Na ned Oe = Oo 
HIDE & LEATHER COMPANY 


a ee TE SR a eT 
PR JOR TOR JOU FOR FOR JOU MGR IVR IT IO’ IVD’ JOR IW 4 


MILWAUKEE PARIS, FRANCE 


LEICESTER, ENGLAND 


DOLLIVER AND BRO., SAN FRANCISCO 
AGENTS FOR THE PACIFIC COAST AND ORIENT 


NEW YORK, N. Y. ST. LOUIS COLUMBUS 
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A REVOLUTIONARY DEPARTURE 
SELLING MEETS NEW 






JANE ~— “Let's go 
home now. My 
feet are so tired 

that they hurt.” 




























Foot-Ease for 
Fashionable 
Feet . 


*e@eee 


Tut Wy sophistication of the 
new Natural Bridge Shoes is 
~ Sexactly what you'd choose to 
accompany your smartest cos. 
tumes, that you ate doubly sur 
=— to find. they bring you 
O0t-ease that lasts! Not just the 
Passive comfort of a Perfect fit 
++. but an active comiort that 
uphtts and energizes your whole 
being: no matter how much you 
have to be on your feet. This 
never -failing laot-ease springs 





from the Natural Arch-Bridge 

“3B Jo high heels or iow, it poises 
aa wopacy your foot correcthy: gives con 
uigites atti. Mant, hormal support to your 

sins ihe mune Then “Attral arch. Dealer's name on 

pat i's request. 
$4- and $5 
A theater near yous has 


— © 

5 Lo me te ome 
i tbe im, verve 
exact Shae 








THE PUNCHO 








NATURAL BRIDGE SHOEMAKERS 
amasIon of Craddach. Terry Company 
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We push “* Shoes with a Purpose”’ 
with ‘Planned Sales’’ 





60% increase in 
Natural Bridge advertising 





New models outstyle anything 
ever offered at 
$4 and $5 retail 


Don’t “guess” your program is all right, when you can have a 
Planned Sa.es Program! 


“Planned Sales”? means virtual control of your local condi- 
tions during 1933; style dominance to a point greatly above 
the $4 and $5 price of Naturai Bridge Shoes; undisputed lead- 
ership where foot-ease is concerned; a sales chart with 12 
months of profit. 


With a 60% increase in national advertising . . . the Natural 
Bridge message reaching one out of every three urban homes; 
with the sensational contest featuring Screen Stars Wearing 
Natural Bridge Shoes about to break in leading women’s 
magazines; with a story of finer leathers, smarter styling, 
greater values ... and a price of $4 and $5... where, in ail 
shoe history, can you find an equal opportunity! 


Be on the “inside”? when hundreds of thousands of women 
ask: ‘“‘Where is the Natural Bridge dealer so I may enter the 
Contest?” Be on the inside when 
millions say to themselves when 
they see Natural Bridge advertising: 
“That’s the shoe I want.” 


Get the complete proposal, know 
this revolutionary Planned Sales 
Prozram. Our “Book of Profits” 
is our proposition to you. Ask for 
it. The sooner you do the sooner 
you'll profit. 


CRADDOCK-TERRY COMPANY 


Natural Bridge Division 


Lynchburg, Va. St. Louis, Mo. 


Distributors for the Pacific Coast 
CRADDOCK-TERRY COMPANY OF OREGON 
San Francisco, Calif. 
NATURAL BRIDGE “BOOK OF PROFITS” TELLS EVERYTHING .. . 
YOURS FOR THE ASKING 


Craddock-Terry Company 
Natural Bridge Division 
Send us your “Book of Profits” with complete proposition, illus- 
trat‘ons of all your numbers, and entire sales set-up. 









PI mo ye Fh g cheek aha! <r, ae Wie Manas wise aA REAR Diao Reba , 
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IN MANUFACTURE AND 
CONDITIONS IN SHOE RETAILING 


Nature tells boys 
and girls 


35 





































Can Your Child 
Do This Easily? 
i 


We made a bonfire of our old lasts! Now 





new lasts from beginning to end. “walk 
with toes 
straight 
We tied the Billiken “‘Tru-Posture’’ idea ahead” 


with greatest movement of its kind in 
history. 














5 Years | 
from now 


will they have 


We reach the ‘‘inner circle” of your 
market through Parents’ Magazine and 
Good Housekeeping 














erat 
Li ’ 
Here’s everything any dealer needs for a complete juvenile es 
set-up—a product that represents an idea in foot health that 
has captured the fancy of millions of parents ... a line com- OU are building lite-bng font 
Pe . . . s cy ealth when you encourage you 
plete from Infants’ 1 to Growing Girls’ 9, including Little nue to walk with tee atthe 
: os wuaclee of tbe fox 
Men’s, Youths’, and Boys’ shoes up to size 6... . a PLAN Seed leg nae tally Gaarciied, of 
nature intended. They grow strong 


of coordinated national, local, and display advertising that 
points directly to the store of the Billiken dealer. 


D and supple 

Bilhieea Tru-Posture Shoes help 
boys and girls to walk with “toes 
straight abead." They are seven 

















really designed for the gre 
Note These Features Hct asoral exeiog tants (or « cers 
1—Natural fitting lasts (ALL NEW) permit the plastic growing foot to tpt of font, son * Avs 





develop normally and naturally. A type of last to fit every type of 





Can Sus Child Do 


growing foot. 
2—Ample toe room assures the maximum of muscular exercise with every 
step ... develops a correct-walking habit. } This Easily? 
. 
3—Flexsteel arch in all styles from children’s size 84% to growing girls’ RIGHT \ 
size 9—including boys’ shoes—supports and strengthens the plastic 4 
arch and protects it from injury when running and jumping. by 


4—Extrawear soles give added miles of wear at no extra cost. 
5—Progression lasts in a selected group of styles provide the same shape 
treadbase and uniform fit from infancy to maturity. 


6—Flexstep soles that bend with the active foot . . . in all Billiken 
school and play shoes. 





In every community—in yours—Billiken advertising is cre- 
ating prospects. Shall you enjoy the profits, the year-round 
sales, the greater volume that the Bi.liken ‘Planned Sales 
Program” will certainly bring? Answer the question by get- 
ting the new Billiken proposition as explained in the Biliiken 
“Book of Profit.” 


e © Does Your Child 
yf | Cn, ‘| Walk with Toes 








/ x 7 
TRU-POSTURE SHOES Stsigne sie er 
FOR GROWING FEET Ye te 


CRADDOCK-TERRY COMPANY 


2 Tra-Pr 
Billiken Division an to walk with “toes straight 
oF shoes are sciensibcally vas 


Lynchburg, Va. St. Louis, Mo. te oes tea tela 


ment C ‘on erect, natural fitting lasts ‘fo vt 






atural fitting Lats te every 





Minethasene far the Pucitin: Cane ra meh pie tie Peed arch 
CRADDOCK-TERRY COMPANY OF OREGON hes-type ‘shoe, repre, befot 
San Francisco, Calif. base Your child walks lightly, easily, 
wvncali v , 
Frow fas hrough high schoc * 3 ; 
GET THE BILLIKEN BOOK OF PROFIT . . . IT IS THE OPEN DOOR TO BF pm faery FE om ate rus atarally at ankle, ball 
MERE SALES AND GREATER PROPITS IN JUVENILE SmOEs ie ix and ta Mums ate kept act 
“How ta Walk Correctly.” It's vatu- ported i 
Celi ee able and PREE. Your child can wear Biliken Shoes 
* from jntaney throug lth Schoo! 
Contech Terey Company com, lane, roms Heh Schon 





Billiken Division "thew eo Walk Gonontys ie te 
Send us your Book of Billiken Profits . . . explain the new fea- siete 


tures, the new lasts, and the entire sales proposition. 


meee et ee ee Pers <i, Billiken illiken 








TRU-POSTURE SHOES 
TRU-POSTURE SHOES 
Add FOR GROWING FEET FOR GROWING FEET 
EE eee EER Fe Tee eT Ee he ae warnveacae eeues ope reli gpanst ane ats 
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F ort Worth, : a 


Fifteen hundred shoemen registered for the joint 
convention of the Texas Shoe Retailers, Oklahoma 
Shoe Retailers and Southwestern Shoe Travelers As- 
sociation at Texas Hotel, Fort Worth, Feb. 6 to 8. 
There were 191 exhibitors, filling 10 floors of the 
hotel. 

Reports indicated preliminary buying exceeding 
all recent records of former years. The convention 
sessions began at noon Monday with a luncheon 
presided over by Dave Tandy, chairman of the ar- 
rangements committee. Rev. Leslie Finnell gave the 
invocation. O. B. Sellers, president of the Rotary 
Club, officially welcomed the shoe men. E. C. Kele- 
her, San Antonio, representing the Travelers, re- 
sponded. Edwin McNeely conducted singing. Little 
Dorris Bell Hill, “Sweetheart of Shoe Men,” sang, as 
did the Burrus Mill Light Crust Doughboys, radio 
entertainers. 

Judge Marvin Brown introduced the principal 
luncheon speaker. Anthony H. Geuting, of Phila- 
delphia, president of the National Shoe Retailers 
Association. In prophetic fashion Mr. Geuting said 
in part: 

“Business, education, craftsmen and all other fac- 
tors in the American commonwealth must get back 
to fundamentals if they are to survive. If that shoe 
fits any of those I referred to they might as well go 
ahead and wear it. The shoe business is essentially 
a profession. Shoes cannot be sold like potatoes or 
handkerchiefs. If the shoes do not fit the sale is a 
failure, as health and activity of people depend to a 
great extent on the kind of shoes worn. For that 
reason I am advocating the establishment of master 
shoe stores with master craftsmen and master sales- 
men. 

“We need more of the qualities which the pioneers 
of this great western country and other sections of 
our nation possessed,” Mr. Geuting gave five reme- 
dies for the present situation among shoe men: 
Regulate your stock; balance your budget; reduce 
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Texas and Oklahoma Shoe 
Merchants Meet 
in Fort Worth 


[Special Dispatch to BOOT AND SHOE RECORDER] 






Large Attendance and Brisk 
Buying Reported as Southwestern 


Convention Opens 


your rent; establish mark-up; strive for integrity. 
A business session was held after the luncheon. 
Carl Mueller presided. Styles, advertising, mark-up 
and sales were discussed in open forum. The shoe 
men agreed that white shoes will be demanded most 
this season, with chaff beige, black, admiralty and 

navy blues other leading colors in the Southwest. 
The Southwestern Shoe Travelers elected officers 
Saturday before the main convention began. Harvey 
Hunter, of Dallas, was named president, succeeding 
E. H. Keleher; J. L. Sullivan, of Dallas, vice-presi- 
dent, succeeding L. B. Busby, Brownwood; W. T. 
Mitchell, San Antonio, was reelected secretary-treas- 
urer ; E. H. Moody, San Antonio, and J. E. Miller of 
Dallas were named members of the executive commit- 
tee for two years, succeeding J. J. Buckley, Dallas, 
and A. C. Ludlam, Wichita Falls. J. M. Hartman of 
Freeport, Long Island, was named director for one 
[TURN TO PAGE 57, PLEASE] 


No More Floundering 


[CONTINUED FROM PAGE 22] 


lea ia cond for thin'wide, 
wide world as an American credo, itis doubly good 
right here and now as a message to lead Spring sell- 
ing into a more orderly path. 

Cut out the talk and get down to business. Make 
every day count. Give a prize for an extra pair. 
Give a bit of encouragement for a good job done. 

Spring planting is not confined alone to the farmer 
and his fields. There is planting to be done by the 
merchant in the public dollar field. The first flowers 
of Spring are hardy, healthy little shoots that have 
the courage to turn a bright face to the sun. In like 
manner, every store window needs cheerful color and 
presentation of pretty things. 

Hope springs eternal in Springtime. There’s work 
to be done. Catch the spirit of Spring early. Help 


the public to start with new shoes. 
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Ghosts of “Departed” Merchants, 
Haunt Dealer Who Is Not Using 
Modern Merchandising Methods 


(WHAT STYLES > \ ARE 
— SHOULD YOU MARKDOWNS 


a Stock | ee AND EXPENSE 


-_ EATING 
py fa\, (wi ae 





P... SPECTRES demanding answers to questions of buying, sell- 
ing, and budgeting! Forcing merchants to make decisions which even the 


next day’s operation proves to be unsound. 


Shoe men who operate under the PETERS plan know the answers to mer- 
chandising problems that arise in their stores. With the aid of established 
formulas and personal advice furnished by our staff of retail shoe experts, 
they confidently and accurately calculate a profitable course of action. 


A new folder “Nineteen Advantages of the PETERS Plan” outlining stock 
control methods, store arrangement, window display suggestion; advertis- 
ing plans, etc., will be sent to any shoe dealer interested in greater profits 
thru scientific merchandising. 


PETERS line of 1000 all leather styles for men, women and children... plus this 
modern effective plan, can show wide awake merchants the way to success in 1933. 


WRITE MERCHANTS SERVICE DEPARTMENT OF 


Seles 


BRANCH OF INTERNATIONAL SHOE CO. 
ST. LOUIS, MO. 
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A Shoe Shop as the Child's Eye 





Fitting a child customer in one of the C. H. Baker stores, 
San Francisco 


The C. H. Baker stores in 
San Francisco, of which B. H. Ryder is the general 
manager, have at their 885 Market Street shop a re- 
markable children’s shoe department, featuring upon 
the walls the dwarfs and fairy folk dear to the heart 
of childhood. Each pictorial panel centers around 
the story of shoes. 

The arrangement is based upon the well known fact 
that children are far more observing than grown-ups. 
Hence, if Mother Goose and her fairyland crew can 
be made to give a pictorial sales talk on good shoes, 
showing the making of the shoe from the raw leather 
to the finished product and showing Alice in Wonder- 
land happily trying on the same finished product, the 
living little \lice who comes into the department 13 
not only going to look, but is going to shower her 
mother with eager questions as to the meaning of 
each and every panel. 2 

Truly, Johnny and Alice may not ask their ques- 
tions while in the store, but experience has shown that 
after getting an eyeful of the wise looking dwarfs 
using Compasses upon pieces of leather, then cutting 
them up, then hammering them into shoes, and then 


Sees It 


A San Francisco Firm Adopts the 
Fairyland Idea But Ties the Fanciful 
Decorative Scheme Up Closely with 
the Practical Business of Selling Shoes 


trying them upon the feet of fairy customers, the 
children will most certainly ask questions later on 
when they have left the store with mother. Children’s 
departments realize this fact of the keen attention 
that children give to details. But, although many pic- 
torial displays are seen in such departments, the ex- 
perience of the C. H. Baker store would seem to 
indicate that it is better to build the appeal around the 
actual stock in trade, shoes, rather than to show a dis- 
connected arrangement of a cow jumping over a 
moon, three wise men in a boat or other nursery 
heroes and heroines. 

The main objection to colored panels is that they 
become shabby and discolored with the passing of 
timg, and as it is not always convenient to touch up 
the display at short intervals, what was meant to ve 
an attraction becomes a distraction. This objection 
is very effectively overcome in the C. H. Baker store 
by making this panel out of colored wallboard, pasted 
on layer by layer, and then carved so that the figures 
are in bas relief. Of course additional coloring, in 
enduring enamel paints, has been put on wherever 

|TURN TO PAGE 64, PLEASE| 





A school opening window display by C. H. Baker 





































A dainty open shank sandal with a practical 
vamp design that affords full protection to 
the forepart of the foot. 
» Leather with trim of Platinum Pearl. Lustre 


41278 Junior Boulevard Heel. 


Style No. 1011—Price $3.10 
IN STOCK—AAA to C. 24 to 8 
Other models priced $2.60 to $3.00 
Misses’ Sizes 12'/2 to 3—$2.25 to $2.50 


Kid. 
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WITH PATENTED IMPROVEMENTS 


Made of Patent 


39 
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XTREME? Well—Yes! But so completely practical that it easily pleases 
the sensible mother of any modern miss. Yet, there is an adequate air 
of sophistication to gratify the style conscious daughter of today. 


Typical of "Silhouwelts by Pied Piper''—this model obviously indicates the 
reason for the phenomenal success of this year-old line introduced to com- 
plete the cycle of service to Pied Piper dealers. 


Get the details of the Pied 
Piper fully protected agency 
proposition. Write now for 
catalog and full information. 


Marathon Shoe Co) 


Manufacturers of Juvenile Footwear Exclusively Since 1914 


WAUSAU, WISCONSIN 
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THE PUBLIC IS WISE | 


) to 


Mf s » 4d 
Bargainmania 


By HARFORD POWEL 


Treasurer, Abbott, Kimball & Co., Inc., 
New York City, 





| 
| 























before National Retail Dry Goods Association 


It is your portrait which you release to the newspapers 
and the public every day. 

The public believes just what it sees in the news- 
papers, and no more. It doesn’t judge you by what 
you used to be—only by what you are today. 

So if your newspaper advertising is “weazening” 
up in size, and regularity, and usefulness to the reader, 
and variety, and general interest, we—the public— 
naturally conclude that you are “weazening” up in 
size, and usefulness and variety and interest. We 
have no second-sight, and we can’t see through brick 
walls. If you offer bargains to us all the time, we 
naturally conclude that you are stuck with a lot of 
stuff which is very hard to sell. In fact, if you carry 
your bargain advertising to a noticeable excess, we 
customers will decide to wait you out—just as any 
batter will try to wait out a wild pitcher, and get a 
free ticket to first base. 


Harold S. Vanderbilt's 


sete ..famous cup defender, “Enterprise,” had 176 sails. 
They were costly, and the skipper never spread more 
than four or five at once. The merchants of America 
| now have thousands of sales—let me read you the 
am the only man you are names of just a few, actual examples taken from cur- 

all gunning for—the city man with a wife and family ent newspapers : 
who respond to your advertising. 







Clearance Sale 














Or don’t respond. Warehouse Clean-up Sale 

Perhaps you think we are not responding enough. a Clean-up Sale 
So you want me to tell what is wrong with retail Greater January Sale x . 
advertising. There is nothing wrong with it. Al] Semi-Annual January Sale (this merchant, a Detroiter, 

2 ae : Z must have accomplished calendar reform) 

ever the country it is doing just what the stores are Huge Annual Storewide Sale 
asking it to do Value Demonstration Sale 

means J ena > Dhar ; . Almightier Dollar Sale 

Keep this in mind. Advertising is simply a daily Spotlight Sale » 








picture of the spirit and the price policy of your store. [TURN TO PAGE 42, PLEASE] 
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A Vow White 
LS ne ae an | ee Ce | 


Last year, shoes went in for great open spaces 
——the smartest sandals were soles and strip- 
ping. This year, sandals have closed up. 
Oxfords and ties of all varieties are popular. 
The one-eyelet tie, in particular, is featured 


in all lines. 


This means that throughout the season and 
especially when white shoes begin to sell, the 
quality of the upper leather will be conspic- 
uous, in grain, in firmness and in clarity of 


color. 


You'll find that in white, as well as in colors, 


New Castle oluahes 
(Maintains ths Quality 














be Vow Crstle alwibes ©. aa 


chomiplie by request to Room 1702-100 old ASireet, New Dork 
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“VARNUM” Size Stick 
(Trade Mark Reg. U. 8. Pat. Off.) 


The Most Popular Measure 
















measures. 







mings. 
RETAIL SHOE STORES USE NO. 3 
PRICE $1.50 EACH 
F. W. WHITCHER CO. Boston, Mass.—Chicago, Ill. 












































ONE ENTIRE FLOOR DEVOTED TO 
SAMPLE ROOMS 4/the new 


RNOR 
ON 


HOTEL 
SIZST.aid 72 AVENUE 


[OPPOSITE PENNA. R: R-} 
B. & O. BUSES STOP AT DOOR 


++ NEW — 


1200 ROOMS EACH WITH 
BATH ,SERVIDOR & RADIO 


LATZ UK 

































BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 


BOOT AND SHOE RECORDER 
239 WEST 39th STREET, N. Y. C. 
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The Public is Wise 


| CONTINUED FROM PAGE 40] 


Great $100,000 Sale 

Great $1,000,000 Sale 

Red Tag Sale 

Great 1 Day Sale 

Great 3 Day Sale 

70th Annual Mill-End Sale 
Semi-Annual Discount Sale 
78th Anniversary Sale 
82nd Birthday Sale 
Pre-Inventory Sale 

Final Disposal Sale 


And so on, far into the night. Is it any wonder 
that we, the public, have become confused? We are 
getting bargain-sick and price-shy. In buying staple 
articles, we don’t see why every transaction needs to 
be advertised as if it were a horse-trade. We don't 
understand all these sales. We can understand a re- 
mark a famous merchant, who served a long appren- 
ticeship in retailing in times even more difficult than 
these, said to me. “It is possible,” he said, “to ‘sale’ 
a store to wreck.” Mr. Vanderbilt, though a daring 
skipper, would agree with him. “Enterprise” never 
used more than a tiny fraction of her possible sails. 

You certainly can’t blame the newspapers if all 
your bargain offers don’t pull. The great fortress 
of retail advertising is newspaper space, because news- 
paper editors have taught their readers to believe im- 
plicitly what they see in print. It’s one thing to 
believe a story, and another thing to act on it. 


You are giving the newspapers 
the story the big stores want to tell. I have brought 
a few examples. With a few honorable exceptions, 
they seem to tell me that you urgently need what little 
cash I have. Highly-trained advertising people are 
giving me this message and nothing else. My wife 
and I can’t tell one store from another except by its 
logotype. We don’t find out from newspapers, any 
more, that one big store in New York will give us 
credit, and another will not. 

Stores need more newspaper space now, and _ not 
less. We consumers feel that they need to crowd 
more interesting news into it. 

If you will give me a set of rubber stamps reading 
“Bargain Sale’—‘“Amazing Values’—“Merchandise 
at the Mercy of the Public’—I think I could write 
next week’s advertising, complete, for almost all the 
stores in America. 

One thing which stores cannot afford to do in 
this emergency is to lose the personalities, the 
individualities; which they have been carefully 
building up for generations. 

You have convinced the American public that t! 
stores want volume, not profit. 

This can’t be true. But if, like myself, you h 
been buying a large bundle of the nation’s n¢ 
papers every day for three weeks, and reading 
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retail ads in all of them, what other conclusion can 
you draw? There are honorable exceptions. But 
isn’t it true that most advertising is giving us a 
wholly new view of merchandising? Doesn’t it make 
it seem that every transaction is a haggle over a price, 
a battle of wits, and a horse-trade between a distressed 
merchant and an almost penniless customer ? 

We city people expect the city to support us. We 
can’t raise our food in window boxes and goldfish 
globes. Unless the city as a whole makes a profit, all 
its people suffer. We suffer when the biggest busi- 
ness in our city—the retail business—is content to 
seek an almost metaphysical thing called “volume” 
instead of a concrete thing called profit. Your cut 
prices aren’t enriching us. They are impoverishing 
us. I don’t want to save $15.75 on an overcoat. What 
| want is work. More business, and more profitable 
business. This goes for the lawyer, the writer, the 
doctor, the builder, the landlord, the taxi driver, the 
teacher—all of us. 


W. know that our economic 
interdependence is delicate. We have found out, in 
the past three years that no kind of business man, not 
even the scoundrel who pays starving women $1.60 
a week to toil in a sweatshop, can grow prosperous 
while all other kinds of business men grow poor. We 
will never climb out of this bog on any such step- 
ladder as lower and lower prices. 

A bankrupt factory or store can’t pay good wages. 
A prosperous one can. It is just as simple as that. 

If we are doing business at a loss today, we cer- 
tainly won’t get rich by trying to do more business 
atta loss. That reminds me of a talk I had with a 
well-known merchant. Said he: 

“The average purchasing power of the American 
public is off 60 per cent. Therefore nothing can be 
done to maintain quality standards. The Six Best 
Sellers who ever lived couldn’t sell good merchandise 
at a profit now. We wouldn’t get anywhere now if 
we had Buddha, Confucius, Mahomet, Moses, So- 
crates and St. Paul to write our advertising. The 
only thing to do is to adjourn advertising until the 
consumers get back their full purchasing power.” 

I thought of answering with the single word, 
“Nerts!” I believe I held it in, and made a rapid and 
silent escape from the room. Did Mahomet wait 
until the world was in a deeply spiritual mood, crying 
for his message, before he carried that message all 
over the East. No. He spent every minute of his 
inflexible will to carry his message to rich and poor, 
to fanatic and scoffer, to princes and cameleers. 

Surely the quickest way to strip us of our re- 
maining purchasing power, and put us in the long 
lines of men who will wait tonight in the cold for 
a free bed at a Salvation Army shelter, is to ad- 
journ such agencies as advertising which can 
contribute to the rapid sale of goods. 








KANGAROO 


KID 
EXCLUSIVELY 


Setting Foot Comfort! 


Our lasts are designed to give 
the greatest possible foot comfort. 





















































Our stock includes all widths from 
AAA to EEEE—and all sizes from 
5 to 13. 

















You can fit your customer com- 
fortably in a pair of CONNOLLY 
KANGAROO or KID SHOES. 








Catalog sent on request. 


CONNOLLY SHOE CO. 


STILLWATER, MINN. 


























IN THE HEART OF NEW YORK 


TO STAY AT THE LINCOLN 
... IS A HAPPY REMEMBRANCE 


An interesting cosmopolitan at- 
mosphere . . Cheerful Rooms . . 
Pleasant Service . . Fine Restau- 
rants . . Moderately Priced 
Around the corner are theatres. 
clubs and glamorous Times 
Square . 








Conveniently accessible to rail- 
road terminals, steamship piers, 
the business and shopping centers 


"A Perfect Hotel for The Visitor” 


ROOM with PRIVATE BATH, 
RADIO and SERVIDOR 


$3 single $4 double 
per day per daj 


Special weekly and monthly rates. 























Special suites ‘and sample 
rooms for visiting sales 
representatives. 


HOTEL LINCOLN 


JOHN T. WEST, 


44th to 45th Sts.— 8th Play New York 


UNDER NEW MANAGEMENT "'A RELIANCE HOTEL" 



























nothing at all, because it may not be 
practical to merchandise shoes at these 
prices. But if ever you are going to 
sell beach shoes and inexpensive Sum- 
mer sandals, this—by all the signs— 
is the year to do it. 


How About Materials? 


Linen gets the votes-as the best fab- 
ric. White linen to be worn “as is,” or 
for tinting. One successful Southern 
sandal combines a white kid toe and 





WHAT’S SELLING IN THE SOUTH 


Section of the beach and boardwalk at Virginia Beach, Va. 


[CONTINUED FROM PAGE 15] 
heel with vamp sections of inter- 
crossed, tintable linen strips. 

Meshes are still in the picture, par- 
ticularly in the less expensive types. 
In better grades the new “Wampum” 
leather, made of woven and stitched kid 
strips, is giving meshes some keen com- 
petition. 

Fine stores like J. & J. Slater are 
showing fine suedes in white and some 
pale beige for formal wear. White 
buck is good in sport shoes, also white 
pigskin, if well perforated for coolness. 
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When we asked “What are you doing 
about evening slippers?” the answer 
was dyeable crepes, failles, some satin 
and linen sandals. The linen, of course, 
fits into the new vogue for cotton and 
linen washable evening dresses. Both 
Cammeyer and Delman are featuring 
piqué in light sandals for after five 
o’clock. Very smart of them, when 
you consider the part piqué is playing 
in dresses, trimmings and the little 
white “mess” jackets of the evening 
mode. 














Family Shoe Store 
Stock Control 


[CONTINUED FROM PAGE 21] 


suggestion is to get interested at once, 
as nothing but organized effort can re- 
duce taxes and stabilize this situation. 

The store with a reputation for value, 
stability and quality merchandise will 
reap the harvest in 1933. Families with 
reduced incomes are not taking chances 
in spending their valuable dollars on 
blood-and-thunder sales with unreason- 
able claims. Those dollars are too hard 
to get today, and they will spend them 
with reputable dealers, in stores with 
a friendly atmosphere and intelligent 
sales people and price right merchan- 
dise. 

Personally, I believe that we are mov- 
ing definitely in the right direction and 
to a period where we will all be better 
satisfied than we have been heretofore. 





New Wholesale House 


Boston, Mass.—Fallman-Rauch Shoe 
Co., wholesalers, has been incorporated 
with Louis Fallman, president and 
Karl Rauch treasurer. Mr. Fallman was 
until reeently with Lunden, Lippman 
Co., wholesalers of Boston. Mr. Rauch 
was in the manufacturing business. 





Directs Vim-ode Sales 


Boston—Sol May- 
er, recently resigned 
as vice-president and 
sales manager of 
Julius Grossman, 
Inc., of Brooklyn, is 
now associated with 
the Vim-ode Shoe 
Company, a subsid- 
iary of the Consoli- 
dated National Shoe 
Company of Boston. 
Mr. Mayer, who 
styled the Grossman 
Pedemode line for 
several years, is styl- 
ing the Vim-ode line and is actively in 
charge of all sales activities. 

This new line of shoes, made by the 
cement process, is designed to meet the 
demand for a popular-price, authen- 
tically styled arch support shoe. Many 
numbers are being carried in-stock, a 
new departure for the Consolidated 
National Shoe Co 

The Vim-ode plant occupies 38,000 
square feet in the Chickering Piano 
building on Tremont Street, Boston. 

Mr. Mayer recently attended the 
N.S.R.A. convention in Chicago where 
he received many congratulations on 
his new connection. 





Sol Mayer 








| Hirsch With Hearn’s 


Jacques Hirsch 
signs up with Jo- 
seph Cohn & Son, 
operators of 
Hearn’s shoe de- 
partment, 14th 
Street, New York 
City. He will man- 
age and buy for 
their new section, 
to be operated as a 
bargain, thrift 
division. 

Mr. Hirsch was 
formerly of L. M. 
Hirsch Shoe Com- 
pany and was later 
employed by Julius 
Grossman, Inc. He has had a wide ex- 
perience in the shoe field. His acquaint- 
ance with Stanley Weiss, who directs 
the Hearn’s shoe department, dates back 
to school days. Mr. Hirsch was recently 
elected president of the Shoe Merchants 
Council of Greater New York. 





Jacques Hirsch 





Incorporates 

Boston, Mass.—Waban Shoe Co. has 
incorporated with John M. Gouchberg, 
president; Philip Clayman, treasurer, 
and William Fienman, clerk. 
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Contest Quickens 
Hosiery Selling 
[CONTINUED FROM PAGE 32] 


When you have FIVE of these yel- 
low checks you are to exchange them 
at the hosiery counter for a large 
green check. The green checks you re- 
tain until the end of the contest, when 
they will be collected. 

One person may win one or all three 
of the prizes. 

Keep in mind that the more green 
checks you have at the end of the con- 
test the greater your chance of win- 
ning. 

At the end of the contest an addi- 
tional green check will be put to your 
credit for every multiple of twelve cus- 
tomers you have secured. 

The present commission of 5 cents 
for every customer you bring to the 
hosiery counter who buys hosiery 
amounting to 99 cents or over will be 
continued. This also applies to any 
hosiery sales you personally may make 
at these amounts. If your customer 
buys two pairs of 59-cent hosiery you 
will also be entitled to the 5 cents. 

Now let’s show everyone that we 
CAN and WILL make this contest a 
great success. 

FAR BROS. COMPANY. 


Hosiery competition is pretty keen in 
Allentown, as in the city and in many 
near-by towns there are many hosiery 
mills who maintain retail selling stores 
on their manufacturing premises where 
both seconds and some firsts may be 
purchased by the general public. In 
spite of this fact, Farr Bros. sell only 
“firsts” and at a fair legitimate mark- 
up. This policy has resulted in a stead- 
ily increased hosiery volume. The im- 
petus gained by the contest carried the 
department through in fine shape, as 
the salesforce responded just as an in- 
telligent, well-trained sales organiza- 
tion would naturally respond to such 
an inducement. 


What of It? 


Why begin clearance sales before the 
old year is rung out_and then sell at a 
loss for two months? 

Why didn’t somebody think of the 
idea of a new pair of shoes in which 
to start the new year? A lot would 
try the idea, to change their luck, if 
they only thought of it. 

Those vamp forms, of celluloid, in 
gay colors, and with pictures on them 
—supposing the collectors started to 
gather them up, like some gather match 
covers? 

Why not light-weight boots for men 
to wear in the Winter, as well as 
light-weight oxfords for summer? 

What about a spare pair, at the 
office or at home, to be put on when 
the pair on the feet get soaking wet? 

Three-inch heels again—a thought 
for 1933. 








Some people say 


YEARS 
Do Not Count 


Yet, the buyer’s only assurance of satisfaction is the 
knowledge that he can find the seller at the same 
stand year after year. 

When we point out that this company has served the 
retailer for twenty years, we do so not with pride in 
our antiquity but with the knowledge that we must 
have done the right thing in the right way to merit the 
continued confidence of our customers. And that, 
we believe, is reason for you to regard us as a reli- 
able source for reliable shoes—fairly made and 
fairly sold. In to-day’s market such assurance is 
worth something—although True Step Shoes carry 
no premium because of it. 


ROBINSON-BYNON SHOE CO. 


Auburn, New York 
@ 
WRITE 


for our 
NEW SPRING CATALOG 


illustrating ninety-five styles for women 
and growing girls—all in stock in a wide 
range of sizes and widths 


IMPERIAL 
and Brown Black, Brown, Whits 
wh ite and Brown 


TRUE STEP 


Shoes for Women $4.00 and $5.00 


COMBINATION LAST 


VIVIAN PRISCILLA 
Black, Beige, White Black, Brown, White 
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A Thoroughly Modern Shoe 


SMART 
STYLISH 
LIGHTWEIGHT 
FLEXIBLE 


UCO 


(TRADE-MARE) 


SHOE 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


SATURDAY, FEBRUARY 11, 1933 


EVERY WEEK 














> HOW’S BUSINESS? 4 








Brockton Factories 
Get Away to Good Start 


BrockTON—With but a slight delay 
on the start of its Spring run as ccm- 
pared with 1932, nearly all South 
Snore factories the past week genera - 
ly show a substantial increase in pro- 
duction, with every indication that the 
present run will extend well into early 


April, if advance orders may be taken | 
| the Census announces the following 


as a barometer. 
While few new accounts were opened 


by local firms at the N.S.R.A. show, | 
depleted stocks throughout the country | 


may be credited for the spurt in many 
Brockton factories of late. 

As to be expected, volume makers in 
the $3 and $4 price range have been 


exceedingly busy, with such firms as | 


Doyle Shoe Co., A. Freedman & Sons, 


Brockton Shoe, and E. J. Givren oper- | 


ating on an average of 150 dozen daily. 


The quality houses of the district re- | 


port encouraging orders, with such 
firms as Commonwealth Shoe & Leather 
Co., M. A. Packard Co., C. A. Eaton 
Co., Thompson Bros. Shoe Co., E. E. 
Taylor Co., Howard & Foster, Barney. 
Capen & Denham, Stetson Shoe Co. and 
its allied division the M. M. Arnold 
Company, and Richards & Brennan of 
Randolvh, reporting a slight increase 
in production as compared with the 
same period of 1932. 

The trend toward quality may be 
seen in the excellent run enjoyed by the 
Stacy-Adams Companv with its new 
custom line in addition to a large in- 
crease in sales reported on the new 
Bion-Reynolds line since production 
started at its new factory on Warren 
Avenue. 

George E. Keith executives look for- 
ward to a very successfvl season with 
the run recently started on its new 
Cabana pattern for both men and 
women, and if last season’s success on 





| 


| 1982 and 1931. 
| sember, 1932, represent 1022 factories, 
| and for November, 1089 factories. 


this pattern is to be duplicated the 


factory is destined to be exceedingly | 


busy. 

With the reorganization plans partly 
in effect at the W. L. Douglas Com 
pany, every indication points to re- 
vived interest in this well known fac- 
tory and a generous bid for orders 
throughout the country. 


| Bostock Heads New Company 


SoutH BRA'tNTREE, MAss.—George 
Bostock, well known in South Shore 
‘manufacturing circles heads the new 
| Star Shoe Company, which recently 
leased the factory formerly occupied by 
| the Bostock Shoe Co. Mr. Bestock will 
| style the line in addition to acting as 
| general factory superintendent. 








SHOE PRODUCTION FOR 1932 SHOWS SLIGHT LOSS 


WASHINGTON, D. C.—The Bureau 0: 


statistics on production of boots and 
shoes, by months and classes, for 1932, 
with comparative totals for the ycars 
The statistics for De- 


The total production of footwear in 
factories reporting for 1932 was 313,- 
289,854 pairs, a decrease of 2,949,955 
vairs or 0.9 per cent from 1931. Among 
he principal classes, the production of 
ien’s decreased 3.8 per cent; boys’ and 
youths’, 9.7 per cent; infants’, 15.6 per 
zent; athletic and sporting, 35 
zent; part-leather and part-fabric, 36.6 
er cent. 


Kind 
Bocts and shoes, total 
High and low cut (leather), total 
Men's Dress SGROGS....cccccccccsrccvees 
WE Eh oo Uo Set ceececeees 
Boys’ and youths’ 
Women’s 
WIGSER GANG CIRIGVON Oe6 5 <i cic cc ccceeees 
Infants’ 
Athletic and sporting 
Part-leather and part-fabric 
All-fabric (satin, canvas, etc.)........... 
Slippers and moccasins for house wear, total 
All 
Part leather, felt, ete 
Barefoot sandals, play shées, and all other 
footwear 


PRODUCTION OF BOOTS AND SHOES 
PRODUCTION OF Pores paula THAN RUBBER 
1932, 1931 AND i930 
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Per Cent of 
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1931 
316 239,809 
262,923,765 


313 289,854 
255,790,085 


51,583,113 


1 
| 

eo 
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22.909,658 
18,100,132 
113,943,757 
33,599 982 
15,653,393 
1,111,212 
1,874,052 
6,132,362 
38,211 968 
8,502,674 
29,709,294 


10,170,225 


77,419,567 
20,047,251 
112,603,023 
34,308,377 
18,545,548 
1,708,459 
2,954,544 
4,749,835 


8,186,197 
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CHAIN STORE SALES REPORT RELEASED 


ee eh a NRE LT 


New York—The February 1 Monthly 
Review of Credit and Business Condi- 
tions by the Federal Reserve Agent 
at New York contained the follow- 
ing item on chain store trade: 

“In December, total sales of the re- 
porting chain store systems were 13 
per cent below a year previous, which 
is about the same decline in average 
daily sales as occurred in November. 
Chain grocery sales showed the smallest 
decrease in more than a year, and drug 
and shoe chains reported somewhat 
smaller declines in sales than in the 
previous month. Total sales of variety, 
candy, and ten cent chains, however, 


Percentage change December, 1932 
compared with December, 1931 


Number 

of Total 

Type of Store Stores Sales 
ee. ee —1.7 — 49 
wen Dent ...... +1.3 —17.2 
NS sie ii dps —0.7 —17.2 
a are —7.1 —28.6 
i. rere +3.2 — 9.2 
|. ASR +2.2 —11.9 
ae —0.2 —13.4 













compared less favorably with a year 
previous than in November. For the 
year 1932, total sales of the report- 
ing chain systems were 11 per cent be- 
low the 1931 total. 

“The grocery, drug, and shoe con- 
cerns, which reduced the number of 
stores operated between December, 
1931, and December, 1932, showed 
smaller reductions in sales per store 
than in total sales, while the other 
types of chains, which increased the 
number of their units, reported larger 
declines in sales per store than in 
aggregate sales.” 


Percentage change 
year 1932 from year 1931 


Sales Sales 
per Total per 
Store Sales Store 

— 33 — 8.5 — 8.4 

—18.3 —13.0 —14.3 

—16.6 —14.3 —14.7 

—23.2 —27.2 —25.4 

—12.0 — 83 —11.3 

—13.8 —19 —12.8 

—13.2 —11.0 —12.0 
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BOSTON BREVITIES 


Thinnest winter shoes in Boston for 
any winter yet—weather more like 
spring than winter up to mid-January 
—no snow, no ice, and easy footing for 
shoppers and suburbanites both. 





January clearance sales continue con- 
spicuous by their absence—no over 
buying, no under selling. 





Arthur Wallace features pocket books 
and under-arm bags, all of leather, at 
$1 per item. 





Thayer, McNeil made a handsome 
display of white shoes, and white bags 
to match, at the Ritz-Carlton, head- 
quarters of many shoe firms, during the 
January market. 


“For healthier, happier feet see your 
chiropodist periodically” says Andrews, 
the shoe man. 





Gray gain, and look good until 
Easter. 





Basketball shoes are doing well, for 
the game’is popular hereabouts, 





At Jordan’s—new spring styles (last 
week in January), grays and sands, as 





well as blacks and browns, featuring 
the new T-strap sandal, the front strap 
being very wide, and the front strap 
and vamp (one piece of stock) much 
perforated. 





At C. Crawford Hollidge’s—“nu hu” 
sandals, of very new hues, soft, not 
sharp—one sandal being of small por- 
tions of white, yellow and green—an- 
other of smaller portions of blue, red, 
green and yellow, with a touch of 
white—linings of pink, blue and green 
—some oxfords laced with yellow 
strings—all very colorful, gently, not 
loudly so. 


At Thayer, McNeils — foundation 
footwear. built to fit the bones of the 
feet, and, to show how, pictures of 
skeletons of feet, as nature made them, 
beside each pair of the health shoes. 





At Coes & Young—fine oxfords, of 
patent and dull calf, black both inside 
and out, unusually substantial soles, 
and built-up heels of leather—these for 
gentlemen’s evening wear—proper 
stockings with each pair of shoes. 





Stetson stores feature “Arch Ties,” 
health shoes, shown bottom up, so that 
the shopper may see the outline of the 
sole and heel,’as well as the unusual 
style of the shank which, plain enough, 
is of unusual construction. 
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Wide front strap sandals are popular 
with the rising generation. The straps 
are now woven as well as perforated, 
the weave being in colors. 


Sweet leather—add toffee colored calf 
to the list. 





Riding boots in several stores, for 
those who a riding go—but no instance 
of college girls trying riding boots for 
cold and stormy days—it’s not yet 
heard of in Boston, though traveling 
men tell of seeing it west. 





Velvet Leathers 

PEABODY, Mass.—Some tanners here 
are looking forward to a further develop- 
ment of velvet leathers, meaning those 
suede leathers with an extra fine nap, 
and a uniform richness and smoothness 
for both nap and color thereof. They 
have some new method, for both tan- 
ning and finishing this sort of leather, 
which, being technical, are doubtless of 
no interest to shoe merchants, except- 
ing that they foretell a production in 
1933 of the finest suede leathers ever. 

Tanners speak of these new products 
as velvet leathers, for they desire to im- 
ply that these finer leathers may be used 
for apparel, as well as for shoes. 

This new class of leather is quite dif- 
ferent from the shaggy suedes that are 
used for men's shoes and also for sport 
shoes. The success of the shaggy suedes 
in the men’s trade was surprising to a 
number of tanners, and some of them 
think there is something more in the 
matter than has yet come to the surface. 
They’re studying the situation, with the 
thought that if men wish shaggy suede 
shoes for summer, as well as for next 
fall and winter, then they may have bet- 
ter shaggy suede leather than ever. 





Gray Bags Selling 


SEATTLE, WASH.—The Fashion, with 
headquarters on Pike near Third Ave- 
nue, operates a number of retail shoe 
stores in this section. The manager 
at the principal store has found a most 
insistent demand for the gray leather 
bags this January, where after the 
holidays, during the first part of the 
month extra help was necessary for 
handling customers. 

All the gray suede bags have been 
completely sold out—the gray moving 
much faster and more consistently 
than the other shades of leather bags 
of which a full line has been installed 
to accompany shoe sales. 





Predicts Black for Spring 


Datuas, Tex.—Black will be the 
Southwestern woman’s shoe choice this 
spring, A. L. Elmquist, buyer for Nei- 
man-Marcus Company, has predicted. 
“The woman who pays from $12.50 to 
$18.50, our price range, for her shoes, 
will first elect a black pair of shoes, 
then a navy blue pair and for her 
third choice she will elect beige or 
gray,” Mr. Elmquist explained. 
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“Pinch Stitch” Shoes 


LYNN, Mass.—The “pinch stitch” 
shoe, new here, is one form of the “pin 
tuck” shoe already reported. The 
leather of the upper is run through 
a pinch, which makes a fold in it, and 
the fold is stitched, to hold it firm. 
The fold rises like a ridge on the sur- 
face of the leather. A dozen of these 
“pinch stitched” ridges are on each 
pair of shoes. 

To get the idea, make some creases 
in an ordinary sheet of paper, space 
a quarter of an inch of so apart, and 
then spread out the paper smooth and 
observe the ridges on its surface. It’s 
the same with the leather on the shoes, 
only the creased folds, or “pinches” 
are stitched to secure them. 

If a* wheeze is permitted, these 
“pinch stitch shoes are the pinch hit 
that brings in a winning run in the 
style game.” 


lowa Style Trends 


Des MOINES, IA.—Pigskin shoes are 
showing early demand, in styles to 
suit college misses, according to H. L. 
Barlas$, head of Younkers shoe depart- 
ment. Black is being stocked for the 
volume spring demand as usual, with 
blue also being featured. 

Greys and beiges are less prominent 
but are being shown as a style feature. 
An early white season is anticipated. 

Unusually warm weather has par- 
tially accounted for the opening up of 
the spring demand earlier than former- 
ly. As for styles, broader toes, par- 
ticularly for the young sports demand, 
are scheduled to be prominent one- and 
two-eyelet ties are expected to be the 
styles leader during the coming weeks 
as they are right now. 


Formaldehyde Tan 


PEABODY, MAss.—Tanners here are 
trying a new tannage, of which for- 
maldehyde is a chief part, and some 
degree of progress is already reported, 
with the prospect that some leather 
of superior quality will be forthcom- 
ing in the not distant future, the leather 
to be used for footwear. 

The formaldehyde tannage is already 
in use for making leather for apparel, 
including gloves, and, also, leather for 
hat sweats. 


Spring Shoes Selling Now 


Des MOoINEs, Iowa—Eggshell gray 
and admiralty blue for colors, and 
seamless pumps for style tell the shoe 
story for spring and early demand 
bears out this conclusion, according to 
J. H. Meyer, manager of the shoe de- 
partment at Carley’s. The demand for 
spring shoes has started this season 
thirty days earlier than it did last 
year. 3 


Leather Boot Tops 


PEABODY, Mass.—Foster Shoe Co., 
recently incorporated by James R. Mac- 


Andrew, and others, is located at 93 
Foster Street. Among its products are 
leather tops for rubber boots and 
moccasins. 
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Reelect C. E. Moore 


BrockToN—Charles E. Moore, widely 
known manufacturing executive and 
for many years a member of the George 
E. Keith Company’s staff was reelected 
president of the Brockton Shoe Manu- 
facturers’ Association, last week. 

Other officers reelected to serve 
with Mr. Moore for 1933 include: Her- 
bert L. Tinkham and C. Chester Eaton, 
vice-presidents; Robert A. T. Nelson, 
treasurer and clerk and the following 
directors: William E. Doyle, Perley G. 
Flint, John S. Kent, Sr., Charles E. 
Lynch, Jr., Laurie S. Macdonald, John 
McElaney, Christopher O’Neil, Henry 
S. Rubin and J. Freedman. Ernest A. 
Gray was reelected assistant secre- 
tary and T. John Evans, auditor. 


Bufferd Heads Companies 


TORRINGTON, CONN.—Samuel Bufferd 
has been elected president of Bufferd’s 
Shoe Shop, Inc., 58 Main Street, for 
which incorporation papers were re- 
cently filed. Henry Bresky is vice- 
president and Celia Bufferd, secretary- 
treasurer. The same officers have been 
chosen for The Bootery, Inc., 44 Main 
Street, which was incorporated at the 
same time as Bufferd’s Shoe Shop. 
Paid-in capital of the two shoe stores 
is $15,000 and $10,000, respectively. 


Forms Store Organization 


CoLuMBus, OHIO—Employees of the 
Gilbert Shoe Co., operating the largest 
retail shoe store in the Middle West 
have formed a social organization 
known as the “Gilbert Association.” 
Louis Schwartz is president; Samuel 
Trope, vice-president; Edith Foreman, 
secretary; Albert Dworkin, treasurer 
and Willard Duga, Nathan Cooper- 
smith, and Jack Mount on the board of 
managers. 











DO YOU KNOW? 


There are in the United States 24,239 shoe 
stores, doing an aggregate annual business of 
$808,928,939. This includes the chain stores 
and independents. Of these, 21,191 are family 


shoe stores, with sales of $614,640,960; 1,886 
are women’s shoe stores with sales of $130,- 
680,639 and the balance are men’s shoe stores. 
In comparison with these figures, there are 
4,744 chain units of family shoe stores, with 
sales of $263,344,837, or 43 per cent of total 
sales; there are 830 chain units of women’s 
shoe stores, with sales of $78,294,199 or 62.6 
per cent of total sales; and there are 505 
chain stores of men’s shoes. with sales of 
$25,310,704, a ratio of chain store volume to 
total men’s store volume of 45.5 per cent. 
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AULT 
SHACKFORD 


WELTS 
and SILHOUWELTS 


to retail at 


*4 and *OD 


Let these shoes solve your 
biggest problems in 1933. 
More new customers—fewer 
lost sales — more repeat 
Sete. 








TO RETAIL AT 


*o 
AIR TRED 


a welt feature shoe with 
patented comfort construc- 
tion. 35 styles from cor- 
rective arch types to con- 
servatively smart patterns. 
In stock, AAA to EEE— 
2\/p to 10. Priced $2.85 to 
$3.25. 


No. P997-9 Byrd blue FIFI 
pump. In stock AAA 
Cc 


Silhouwelt 
Also stocked in White Kid 


TO RETAIL AT 


"4 
ANN ELISE 


32 styles of welt and silhou- 
welt construction ranging 
from corrective types to con- 
servatively smart numbers. 
Priced from $2.40 to $2.60. 
Stocked AAA to EEE—2!/2 to 
10. 


A 


SHACKFORD 
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WHERE TO BUY 
Men’s Shoes 


178 oO 6 oe 








ALL ABOARD 




































| HIGHEST 


East EST GRA ADE U.S.A. 






































° 







Shoes 
D COLONY SHOE CO 
Brockton 
MASS. 

























Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
8. W. COOK, President 
Syracuse, 


N. Y. 

































* FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. ®. SMITH SHOE CO. 
Chicago, Ill. 





















Stacy Adams Co. 


Manufacturers of 


MEN’S FINE 
SHOES 



























Richards & B: 


Co., R 


hoe 


dolph, Moss. 

















The special train which carried a part of 
the St. Louis Shoe Manufacturers and Whole- 
salers Association to the N.S.R.A. convention 
held in Chicago last month. Over 300 were 
carried from St. Louis to the Windy City on 
the Wabash Special shown in the picture. 
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Visited Williamsburg 


New YorK—Mrs. S. P. Nuyens, buyer 
of women’s shoes for R. H. Macy & Co., 
Inc., and Mr. Kapla, shoe buyer of the 
L. Bamberger & Co., Newark, N. J., 
headed a delegation of six from these 
two stores to Williamsburg, Ontario, 
Canada. Their mission at Williamsburg 
was to visit the clinic of Dr. M. W. 
Locke and to observe the methods used 
in the Gilhooly Shoe Store, as these two 
organizations have secured the official 
distributorship for the M. W. Locke 
shoes. 

N. J. McManus, president and sales 
manager of the Lockwedge Shoe Corp. 
of America, Inc., also reports that J. H. 
Roberts, general manager of the Stone 
Shoe Company of Cleveland, Ohio, has 
just returned from Williamsburg, Mr. 
Roberts reporting that he is more en- 
thused than ever over having secured 
the official distributorship for Cleveland 
to retail the M. W. Locke Shoe. 


Proposes “Roosevelt Day” 


PROVIDENCE, R. I.—If adopted, a plan 
originated by a local department store 
executive to make Inauguration Day 
a national event to be known as 
“Roosevelt Day,’ on which to start a 
period of business stimulation, will be 
the first national, concerted attempt 
to break the depression. Previous 
events aimed at general business stim- 
ulation have been local or sectional in 
nature. 

The originator of the plan is Charles 
A. Blake, president of the Callender, 
McAuslin & Troup Co. Paul R. Ladd, 
manager of the local Retail Trade 
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Board, is informing retail trade boards 
and associations throughout the coun- 
try through a series of letters being 
sent from his office. 


Novel Ad 

NEw York, N. Y.—Bergdorf Goodman 
had a new approach to a new woven 
shoe in their current advertising which 
read “The WAMPUM PUMP. Why 
wampum? Because the interwoven 
strips of leather look something like it. 
And because wampum is Indian for 
money. Very chic for the South in 
black, blue, biege and white; in solid 
or in two-color combinations .. . cut as 
a pump, or as an oxford, $12.50. Just 
out ... and exclusive with us.” , 





Two Firms Merge 

SaLeM, Mass.—Philco Shoe Co., of 
Salem, and Pilgrim Shoe Co., of Bos- 
ton, have merged, as the Philco Shoe 
Co., with officers as follows: Philip M. 
Lown, of Boston, treasurer; Max J. 
Schwartz of Philadelphia, president, 
and Jules J. Schwartz, of Philadelphia, 
director. The Philco Shoe Co. occupies 
the J. Brown factories, for the manufac- 
ture of women’s novelty shoes, of which 
it is the largest producer in the Witch 
City. 





Advertising Pays, Says Wolf 
DetroItT—One of the most encourag- 
ing reports given by any -recent shoe 
store statement comes from the Dr. 
Scholl’s Foot Comfort Shop in Detroit, 
where M. W. Wolf is the manager. 
Business is way up here, with a last 
week’s report as only typical—fifty per 
cent over the corresponding week of a 
year ago. Just one thing has done this, 
according to Wolf—persistent advertis- 
ing, in the local newspapers, even 
through this period of depression. 





Stetson Store Incorporated 


CINCINNATI—The Stetson Shoe Shop, 
Inc., was incorporated Jan. 17 by the 
Cincinnati branch of the Stetson Shoe 
Company. 

The new shop will be located in the 
Netherland Plaza Hotel and will face 
Race Street. The new company was or- 
ganized following receivership litiga- 
tions and will have a capital of 200 
shares of no par value. The incorpora- 
tors are: Edward H. Benham, Bryce L. 
Wilson and Raymond H. Brossmer. 





Geller Changes 

LYNN, Mass.—Geller Shoe Co. is re- 
organizing the Golden Rule factory, 
whose machinery and equipment it re- 
cently bought, preparing it to make 75 
cases a day of women’s novelty shoes, 
by the McKay and the adhesive proc- 
esses, to retail in the $3 class. The pro- 
duction system is being changed from 
the unit of 12 pairs to 36 pairs to a 
case. 
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Where Convenience Counts ~~ = 


You are overlooking a decided sales. advantage 
if you are not stressing the advantage of lacing 
hooks on boys’ shoes. Boys like them because 
they are quick and easy to lace. Their mothers 
like them because the boy canbe taught to 
look out for his own shoes . . . Stress these ad- 
vantages with your customers . . . They mear 
readier sales. 


TUBULAR RIVET AND STUD CO 


United Shoe Machinery Corporation, Selling Agents 
140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


ACING HOOKS 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Women’s Shoes 
























GENUINE HAND TURNS 
$2.50 


No, $0102—DYEABLE WHITE MOIRE 
BAAR OW Cone. ssccceatdeccrssseqeus 2V_ to 9 
ie ie Louis Heel White Lining 
Medium Pointed Toe 


PATENT LEATHER a ices OPERA 
AAAA to A 
No. 2102—PATENT LEATHER eGENT. 
QAAA CO Mevcccccccccccrvecccescres 37 88 











3 
19/8 Louis Heel Medium Pointed Toe 





i a the expres- “Hand turns re- 

sion her face quire more labor than 

when she 2 one ona machine shoes. AID 
EMPLOYMENT” 





DODGE, BLISS & PERRY ite. 


‘NE ews BURYPORT,. Riss 
“THE CORRECT DODGE FOR ALL OCCASIONS” 


















PUMPS 


molded to the last. 
United Coment 












fia sire 
a Tae Full wns — Hieliadid 






























Is The Dealer’s 
Best Friend 


With No Odds 
and Ends to 
Clean Up 
Seasonally 









Mark Downs Are Unnecessary 


SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINN. 





















MEN’S and BOYS’ 
“OPERA” 


Slippers 








In stock in Blue, Brown, Black, Red 
and Green. Padded soles and heels to 
match. Champagne linings. Samples 
and prices on request. 


SWAN SHOE CO., Inc. 

















2201 Aisquith Street Baltimore, Md. 












WHOLESALE PRICES FOR WEEK ENDING JANUARY 28, 1933 
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WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor announces that its 
index number of wholesale prices for 
the week ending January 28 stands at 
60.4 as compared with 61.2 for the week 
ending January 21, showing a decrease 
of approximately 1% per cent. These 
index numbers are derived from price 





quotations of 784 commodities, weighted 
according to the importance of each 
commodity and based on average prices 
for the year 1926 as 100.0. 

The accompanying statement shows 
the index numbers of groups of com- 
modities for the weeks ending Decem- 
ber 31, 1932, and January 7, 14, 21, and 
28, 1933. 


INDEX NUMBERS OF WHOLESALE PRICES 


All commodities 
Farm products 
Foods 


Hides and leather products.......... 


Textile products 

Fuel and lighting 
Metals and metal products 
Building materials 
Chemicals and drugs 
Housefurnishing goods 
Miscellaneous 


WEEK ENDING— 


Dec. 31 Jan.7 Jan.14 Jan. 21 Jan. 28 


62.2 61.9 62.0 61.2 60.4 
43.7 43.8 45.2 43.0 41.3 
57.9 58.1 58.2 56.0 54.1 
69.1 68.9 69.2 69.0 68.6 
52.5 52.7 52.3 51.9 51.8 
69.0 68.1 67.8 67.6 65.2 
79.3 79.1 79.0 78.2 78.2 
70.8 70.7 70.6 70.3 70.2 
72.2 72.0 72.1 71.9 71.9 
73.5 73.3 73.3 72.8 72.8 
63.1 61.4 61.5 60.8 60.8 








Opened New Store 

PLAINFIELD, N. J.—After weeks of 
preparation the Walk-Over Shoe Shop 
is now holding open house in its fine 
new home at 116 West Front St. 

Officers of the firm advise “men and 
women who want to get a new start in 
life in 1938 to start wearing the Walk- 
Over Shoe.” 

This Walk-Over Shop will always 
carry sizes and widths to fit feet cor- 
rectly. This statement is emphasized, 
it is said, for the reason that its policy 
is not to sell shoes that do not fit. 
Bernard Greenberg, proprietor, feels 
that this shop will be one that the men 
and women who want good shoes will 
well appreciate with the thought of 
knowing that there is such a store in 
Plainfield. They will carry all styles 
of shoes Walk-Over makes—Standard, 
Custom, Deluxe and Bench made shoes. 

Mr. Greenberg, owner of this Walk- 
Over Shop, has the background of be- 
ing associated with the George E. Keith 
Company, makers of Walk-Over Shoes 
for 10 years. He is also a graduated 
foot practipedist, one with knowledge 
of how to fit feet correctly and also to 
fit where feet are in a distressful con- 
dition. He plans at a later date in 
his new store to have one day each week 
set aside for a foot clinic with a local 
doctor in attendance. 





Thirteen Links—More to Come 


SEATTLE, WASH.—Adding two new 
shoe stores to his chain, Max H. Block, 
with four stores in Seattle, has ex- 
panded his chain of shoe stores in the 
Northwest to thirteen recently, and 
plans a whole group of other new shoe 
stores in Washington cities of second 
merchandising magnitude. 

Under the management of Merle D. 


Bagley and of F. E. Winans, an 
Olympia, Wash., and an_ Everett, 
Wash., shoe store, respectively, were 
opened. Both new managers in these 
Western Washington centers have had 
many years expereince as managers of 
Seattle shoe stores, and are well quali- 
field for direction of the new links in 
the Block Chain. 

General manager for Mr. Block of 
this fast-growing shoe retailing or- 
ganization in the Northwest, in Wash- 
ington as well as Oregon, is H. H. 
Lappee, supervising activities of all the 
links in the chain while planning the 
details for early opening of the pro- 
jected units that will expand the sales 
volume for shoe products through the 
Block outlets. 

That this is the very time to expand 
and lay the foundation for future busi- 
ness is the firm conviction, often ex- 
pressed, of this prominent shoe retailer 
of Seattle, who is backing this opinion 
with considerable capital invested in 
the bright new stores, modern to the 
last degree. 





Discontinues Store 


ViLLIsco, Iowa.—The Brown Shoe 
Fit has discontinued its store here, and 
the stock is being sold at Clarinda by 
Forrest Kleppinger in his shop. 











COMING TRADE EVENTS 


Columbus, O.—February 13, 14, Deshler-Wal- 
lick Hotel. Ohio Valley Retail Shoe Dealers’ 
Association Annual Convention. 

Des Moines—February 27, 28, March 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 


Everywhere, April 16, 1933. Easter Sunday. 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it is 
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ITS QUALITY 


is just as superior as its appearance 


Look for the 


“ 


ee 39 


THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Shoe Trees 

























SIMPLEX SHOE 
TREE CORPORATION 
1472 Breadway, New York 


W ADAMS $7,CHICAGC 
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WHERE TO BUY 


Dancing Shoes and Taps 


om? 










i i i eli, eli line 












TAP DANCING 
THEO SLIPPER 
Stock No. 1210 
Patent ‘Leather 
* Fer Growing Girls 
O Widths—Sizes 3-7 
Price $1.25 


BLOG. SHOE CO., INC. 
147 Duane St 


~- New York City 




















% KENDALL'S "°TEas™* * 


IN-STOCK 
Style No. 13. 












Pat. Lea. or Bik. 
Kid with Full 
Cloth Lining. 













lomen’s Sizes, 2%-3 
? $1.65 ty: 





Misses’ Sizes, 11-2 
$1.55 


















% KENDALL SHOE COMPANY 
HAVERHILL, MASS. 
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Shu, | Buy at 
* Manufacturers’ Prices 
Specialty and Corrective 
Findings 





Felt or rubber Metatarsal But- 




















CARLTON SHOE FINDINGS MFG. CO. 
321 West Monroe Street Chicago, fil. 

















CHAMOIS SUIT 


Peabody, Mass.—A. C. Lawrence Leather Co. 
made some chamois leather especially for 
sport clothes, and selected skins were chosen 
by a jockey and made into riding clothes, for 
appearance at the horse show. 








» ABOUT PEOPLE 4 
Honor Paid H. C. Keith 


BrockTon, Mass.—A signal honor 
was recently paid Harold C. Keith, 
president of the George E. Keith Com- 
pany, well-known makers of “Walk- 
Over” shoes with his election as presi- 
dent of the Brockton National Bank, 
succeeding Clarence R. Fillebrown, for 
in this appointment, Mr. Keith occupies 
a position his illustrious father held for 
many years. 








J. J. McAllister Resigns 


INDIANAPOLIS, IND.—James J. McAl- 
lister, shoe buyer and merchandise man- 
ager of the several shoe. departments 
at the William H. Block Company de- 
partment store here, will resign his 
position Feb. 1. Mr. McAllister will 
take a much needed rest. Jack Newcomb, 
formerly with the Rollman Brothers 
organization in Cincinnati, will succeed 
Mr. McAllister. 


Managers Shifted 


INDIANAPOLIS, IND.—Ed. Kessler has 
been named new manager of the Baker 
Shoe Store, 38 West Washington 
Street, one of the stores operated by 
Edson Brothers, Inc., St. Louis. Kessler 
came to Indianapolis from Dallas, Tex., 
where he managed one of the Edison 
stores, and also managed stores in At- 
lanta, Ga. He succeeds E. E. Werner, 
who has been transferred to Louisville, 


Ky. 





James Bailey Promoted 


East LIVERPOOL, OHIO — James 
Bailey has been made manager of the 
new children’s foot wear department, 
recently opened in the Erlanger De- 
partment Store. He had been assistant 
buyer and department manager for 
some time. New department is located 
on the mezzanine floor and caters ex- 
clusively to the juvenile trade. 





Reedy Succeeds Thomas 
PorTLAND, ORE.—H. A. Thomas, for 
some eight years connected with the 
shoe department of Olds, Wortman & 
King, is‘out’and Chas: M. Reedy, who 
has been in the retail shoe business in 
Sacramento, Calif., and later in charge 
of the I. Miller stores in Seattle, is the 
new manager. 





Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Feb. 11, 1933 












Retires From Nelson, Winer Co. 


LyNN—Edward Nelson has retired 
from the Nelson, Winer Shoe Co., of 
Hallowell, Me., makers of women’s, 
misses’ and children’s shoes, of which 
he was president and sales manager. He 
has returned to Lynn to prepare for a 
new line. 


James J. Smith Changes 


BROOKLYN, N. Y.—James J. Smith is 
now buying the women’s and children’s 
shoes for Frederick Loeser & Co., hav- 
ing resigned a similar position with 
Abraham & Straus. 





White Succeeds Junior 


BrockTtoN—Archie White of Ran- 
dolph recently succeeded Roy Junior, 
who resigned as head of the stock fit- 
ting department of J. Freedman & 
Sons, Inc., recently. 





Becomes Local Secretary 


PORTLAND, ORE.—Ernest Levenhagen, 
of the Phillips Shoe Company of 
Tacoma, has been named as Secretary 
of the Tacoma Chapter of the North- 
west Shoe Retailers Association. 





Canadian Chains Merge 


TORONTO, CANADA—Those in the shoe 
industry in Canada are interested in 
the announcement that the York Trad- 
ing Company of Toronto has merged 
with the firm of Laporte-Hudson-Her- 
bert, Ltd., of Montreal. The two com- 
panies now have a combined annual 
purchasing power of $20,000,000, and 
the activities of the York Trading 
Company include that of having in- 
augurated a voluntary chain store sys- 
tem of shareholder buying for the Mu- 
tual Shoe Stores, operating at present 
some 250 stores in the Province of 
Ontario and in the Maritime Provinces. 
Altogether, the merged companies will 
now be operating over 1,500 stores of 
various kinds in Ontario, Quebec, and 
the Maritimes. 


New Firm Formed 


LYNN, Mass.—Scott Shoemakers, 
Inc., has been incorporated, with Max 
C. Cornez, president; William M. Bass, 
treasurer, and Louis M. Kessler vice- 
president and clerk. This new firm has 
taken the equipment of the Sycle Shoe 
Co., and is making women’s novelty 
shoes. Mr. Cornez and Mr. Kessler 
were members of the Sycle Shoe Co. 





*- TOO LITERAL 


New Orleans—Funny about that sign in the 
Douglas Shoe Store on St. Charles street. ‘+ 
read, “Every shoe in this window for $3.60,” 
but the proprietor didn’t mean it just that way 

















Boot AND SHOE RECORDE! 


combining THE SHOE RETAILER, Feb. 11, 1933 


» TRADE DOINGS 4 


John E, Lucey Announces Plans 


MIDDLEBORO, Mass.—John E. Lucey, 
one of the South Shore’s most widely 
known manufacturing executives, and 
for many years identified as vice-presi- 
dent and sales manager of the Joseph 
F, Corcoran Shoe Co., announces the 
purchase of the entire plant and equip- 
ment of Leonard, Shaw & Dean, Inc., 
in this city. Mr. Lucey in his new 
venture heads the new corporation as 
president and treasurer, and brings to 
it many years of valued experience in 
the popular price field. The new John 
E. Lucey Shoe Co. will specialize in 
men’s shoe to retail for $3.00, and for 
its new line have selected an array 
of new lasts of the best and most pop- 
ular design, uniformly fit, and are se- 
lecting patterns specially for such lasts 
that will bring the line to the foremost 
quality point in this particular price 
range. The new factory is being 
started with a view to soliciting vol- 
ume accounts, and there is no doubt 
but what its attractive line of patterns 
will renew many acquaintances in the 
trade Mr.. Lacey has been accustomed 
to do business with over a period of 
many years. 


Grossman Reorganizes 


BROOKLYN, N. Y.—The reopening of 
the Grossman factory on Monday, 
January 30th, marked the resumption 
of “business as usual” in the Grossman 
organization. 

There have been internal changes in 
the personnel of the Grossman manu- 
facturing business. The factory has 
been taken over completely by Frank 
Grossman and Emanuel Grossman, who 
will continue to manufacture the same 
kind of shoes that the Grossman family 
have produced over a period of 52 
years. 

The comfort and remedial type of 
footwear and Pedemode Shoes all made 
with the revolutionary VITA-SOLE 
idea, will continue to come from the 
Grossman plant, now operating under 
the company of the Grossman Shoe 
Company, Inc. 

The two retail stores are being con- 
tinued also as before by the Julius 
Grossman Retail Stores Corporation. 


Heads Brockton Cooperative 


Brock ToN—Fred S. Belvea, for many 
years affiliated with the L. A. Crossett 
Shoe Company, has been appointed 
general manager and superintendent 
of the Brockton Cooperative Shoe Com- 
pany, succeeding Lars Peterson who 
has directed the affairs o£ this South 
Shore factory for many years. 

In taking over the supervision of 
the factory which Mr. Peterson so ably 
conducted for many years, Mr. Belyea 
brings to the South Shore more than 
26 years’ experience, during which time 
he devoted the greater part to the 
interests of the Crossett Company. 





Yarmouth Moccasin Starts 


YARMOUTH, ME.—The Yarmouth 
Moccasin Co., Inc., has been incorpo- 
rated to manufacture footwear. Leo M. 
Folan is president and Dan W. Wiggin 
is treasurer. The former Abbott plant 
has been acquired and is now equipped 
to make high-grade moccasins. A group 
of skilled specialists in making gen- 
uine moccasins by hand has been or- 
ganized, so that the new firm is now 
on a producing basis. A line of high- 
grade golf, sport and camp moccasins 
at favorable prices is now being shown 
to the trade. Mr. Folan is the sales- 
manager, and will cover the Eastern 
metropolitan centers as_ heretofore. 
Mr. Wiggin was former factory super- 
intendent for the Abbot Co. 


Brooklyn Manufacturers Meet 


BrRooKLyn, N. Y.—At the annual 
meeting of the Shoe Manufacturers’ 
Board of Trade, held January 23, the 
following officers and directors were 
elected: President, Murray D. Fine; 
Vice-president, Theo. Cramer; Secre- 
tary, Larrie H. Sass; Treasurer, F. S. 
Kauder. Directors: Herbert R. Gar- 
side, Andrew Geller, Simon Goldstein, 
Emanuel Grossman, Morgan Grossman, 
Michael A. Miller, Julius J. Pincus. 
Frank H. Curry was again unanimous- 
ly elected as Counsel-Manager. 


New Specialty Shoe Store 


PORTLAND, ORE.—The Quality Shoe 
store has opened at 265 Alder Street 
under the management of Al Caplan 
and Claud Harris who will feature 
the Tarsal tread and Natural Bridge 
shoes. 





OBITUARY 


Robert R. Bartlett Dies 


PLYMOUTH, Mass.—Robert R. Bart- 
lett, well-known factory executive, and 
for many years a member of the W. L. 
Douglas Company’s executive staff as 
head of the sole leather department, 
died last week, fellowing a lingering 
illness. He retired from active busi- 
ness two years ago. 





Max Harrison 


BuFFALo, N. Y.—Max Harrison, 
veteran shoe merchant, died at his 
home in this city, January 25, after a 
ten days’ illness at the age of 61. Mr. 
Harrison was born in Germany, but 
came to Buffalo as a boy and was edu- 
cated in the public schools of the city. 

After serving an apprenticeship in 
the Forsythe shoe store, Seneca and 
Ellicott Streets, he became a salesman 
for the Rosenbloom Shoe Co. Later, 
after Hirsch and Co., which had taken 
over the Rosenbloom Shoe Co., -went 
out of business, he joined Hanah and 
Co. He was general manager of the 
Arch-Aid boot shop at the time of his 
death. At one time he owned the 
Vogue shop. 
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Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 


infants’ Soft Soles...0-3 

intermediates ........ 1-5 

Flexible Hard Soles. ..2-8 
Send fh a 


MRS. Day's g IDEAL BABY 
Locust sn" 








Danvers, Mass. 
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WHERE TO BUY 


Shoe Dressings 
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SCIENTIFIC 
QUALITY 
POLISHES 
DRESSINGS 
CLEANERS 


SOLD EXCLUSIVELY 
TO SHOE TRADE 


FOR DETAILS 





POLISH 
WHERE TO BUY 


Men’s and Women’s 
Slippers 
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w. . amass & SONS, ame 
VERHILL, MAS 

is ana Men's Full ee Lines 
andturned Slippers 

Priced from $1.60 

Kid Pullman Slippers 

colors and Black with 

Snap Pocket sis 

Zipper Pocket $1.50 





QUALITY 
KID D’ORSAYS 


TO RETAIL AT $1.00 


a Sele, Cuban Heel. In 
Blue, or Black Kid. 


Write for catalog 
FREEMAN THOMPSON 
SHOE COMPANY 
St. Paul, Mina. 































> ON THE SELLING END <« 


News of the Travelers and Sales Activities 








Collier S. Harvey Appointed Sales 
Manager Eastern Division Bob 
Smart Shoe Manufacturing Co. 


LYNCHBURG, VA.—Collier S. Harvey 
has been connected with Craddock- 
Terry Co. for a number of years. At 
one time he represented the Southern 


COLLIER S. HARVEY 


Division, the Geo. D. Witt Shoe Com- 
pany as sales representative in the 
States of Kentucky, West Virginia and 
Virginia. 
however he has been connected with 
the sales-end of Craddock-Terry Co., 
Lynchburg office. 

He will now devote his entire time 
to managing and directing sales for 
the Bob Smart Shoe Manufacturing 
Co., for the Lynchburg Division. 

Ray Bumgarner will direct and look 
after all sales activities of the Bob 
Smart Shoe Manufacturing Co., for 
the Western Division, from the Mil- 
waukee office. 





Makes New Connection 


Joe A. Warrender has made a new 
connection with the Thompson Shoe 
Company, Humboldt, Tenn., and will 
cover Ohio and Indiana for this house. 
Mr. Warrender has traveled for 
Thompson Bros., of Campello, Mass., 
and afterward for Alden, Walter and 
Wild, Rockland, Mass., and the Dalton 
Shoe Company of Brockton. 


For the past four years, | 


Joe, as he is known by the trade, has 
oomial through the Central West for 
more than 40 years. He is an authority 
on shoe history and one of the most 
popular shoe travelers in this section of 
the country. 

He is a member of the Indiana Shoe 
Travelers Association and has taken an 
active part in organization work from 
the very beginning. At present he is a 
member of the advisory board. Mr. 
Warrender has always sold men’s high- 
| grade shoes. With a wide acquaintance 
|and friends throughout Indiana and 
| Ohio, Mr. Warrender is assured of a 
brilliant future with his new line. 





_lowa Traveler's Committees 


Carl P. Ortlund announced his new 
committees for the Iowa National Shoe 
Travelers Association at their first 
meeting of the year, Jan. 21. O. R. 
Blechinger was named chairman of the 
travelers convention committee; J. E. 
W. Prescott, publicity and employment; 
H. E. Wenass, auditing; Frank Gard- 
| ner, constitution; A. N. McKay, resolu- 
| tions; Fred Hardy, hotels; Harvey Dil- 
| ley, life insurance; P. K. Olson, rail- 


| roads, and R. J. Gallagher, welfare. 


| i 
| Wins Mileage Fight 



















John S. Whittemore, 1932 president of 

the National Shoe Travelers’ Association 

receives the first of the new low rate 

scrip mileage books from S. B. St. John, 

Boston general agent of the Santa Fe 
road. 


The victorious end of the long fight 
for the restoration of interchangeable 
mileage at a reduced rate was de- 
scribed at length in the report of the 
convention of the National Shoe Trav- 
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elers’ Association which appeared in 










the January 21st issue of the BOOT AND 
SHOE RECORDER. 

Officers of the association point out, 
however, that travelers must buy these 
scrip books and use the trains more 
in making their trips. Otherwise they 
will not remain in force. The new 
scrip books, in force February 1, are 
being issued only by roads operating 
in the western half of the country. 
Eastern roads are watching the ex- 
periment and it is hoped that they, 
too, will fall into line. 

Much credit for this achievement is 
given to John S. Whittemore, sales- 
manager of the Peck Shoe Co., of 
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Photos courleny Boston Post 
The first of the new mileage books 
which went to Whittemore. 









Worcester, who made a personal cam- 
paign, presenting the travelers’ argu- 
ments to railroad officials in every city 
he visited during the year. 























Niederberg Opens Sample Room 


Samuel .Niederberg, representative 
of the Huth & James Shoe Mfg. Co., of 
Milwaukee, who covers the New York 
metropolitan area, is about to open a 
sample room at 823 Marbridge Build- 
ing, Mr. Niederberg reports a gratify- 
ing volume of orders on his line of 
smart footwear for young women and 
is looking forward to a good season. 
He has made an enviable record in the 
New York territory. 










Frank Perry in New Office 


Frank J. A. Perry, of Walden & 
Perry, Inc., Lynn, is circling the big 
cities with a new sample line, and on 
his return to Boston will be at the new 
office in room 602, Rice building. 
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TEXAS AND OKLAHOMA SHOE MERCHANTS MEET IN FORT WORTH 


[CONTINUED FROM PAGE 36] 


year, succeeding Mr. Sullivan. The Travelers heard 
a talk by J. E. Hannegan of St. Louis, chairman of 
the Southwestern Passengers Association. Mr. Han- 
negan spoke optimistically of the new passenger mile- 
age scrip books recently put in operation by South- 
western railroads. His association was active in 
getting this plan in operation. 

I. J. Clinton, district passenger agent for the 
Southern Pacific, spoke briefly. A stand against the 
proposed State sales tax and any other increase in 
taxes was taken by directors of the Texas Retailers 
at their meeting Sunday afternoon. Carl Mueller, 
chairman of the legislation committee, reported on 
conditions of shoe men and other merchandisers in 


Texas. He said business men could not stand such 
taxes at this time. 

At a meeting of the nominating committee Sunday, 
President W. A. Harris, of Fort Worth, was nomi- 
nated for reelection. Other selections were George 
Baum, Corsicana, first vice-president; R. C. Mynatt, 
Dallas, second vice-president; Gus Daniels, Fort 
Worth, third vice-president; L. H. Graves, Dallas, 
fourth vice-president. W. B. Taylor, Fort Worth, 
secretary-treasurer of the organization for eight 
years, was again nominated for that office. 


A report of the concluding sessions of the Convention will 
be published in next week’s Recorder. 








Ohio Facing Sales Tax 


CoLUMBUS, OHI0O—The anticipated 
movement toward state sales taxing 
has been vigorously launched, however, 
and it now is certain that the merchants 
of Ohio face a real battle if they are to 
avoid this new form of tax gouging, re- 
ports G. V. Sheridan of the Ohio State 
Council of Retail Merchants. Continu- 
ing he said: “We are receiving a fine 
response from the local Merchant’s De- 
fense committees which we have formed 
in the various counties. As the Penn- 
sylvania experience with this tax is be- 
coming better known to Ohio mer- 
chants, they are preparing to fight to 
the last ditch against this form of tax. 
Thus far, two complete and quite dii- 
ferent plans of levying the so-called 
‘sales tax’ have been proposed for Ohio. 

“The Ohio Retail Council will fight 
desperately, this winter, against any of 
these new taxing experiments. 

“Few people realize, by reason of 
their newness, the real character of 
these taxes. If, we escape this session, 
the complete Pennsylvania experience— 
with its anticipated trail of retail bank- 
ruptcies—will be available before 
another Legislature convenes in Ohio.” 


Opens New Store 


PORTLAND, ORE.—Morris Christensen, 
well-known Portland shoe man, has 
opened a new down town shoe store 
at 246 Morrison Street. 


Ideal Moves Plant 


MILWAUKEE, Wis. — According to 
C. D. Ortgiesen, president, the Ideal 
Shoe Manufacturing Co. will concen- 
trate manufacturing operations in its 
plant at 2775 N. Thirty-second Street 
and transfer its offices, warehouse and 
shipping department to quarters just 
leased in a large building across the 
street. 





Expects 30% Increase 


ASHEVILLE, N. C.—Edwin Burge, 
owner of the Edwin Burge Shoe Store, 
expects the business of his establish- 
ment to show an increase of thirty 
per cent in 1933, over the volume done 
by the store in previous seasons. The 
Burge Store was recently moved from 
the Arcade Building on Battery Park 
Avenue to 7 Haywood Street. 

Since the store was moved, sales 
have more than doubled. The year’s 
business has started off better than in 
any previous year of the store’s his- 
story, Mr. Burge stated. The increase 
is attributed not only to the new lo- 
cation, but also to general bettering 
business conditions in the city. The 
public favor the economical shoes of 
good quality, according to Mr. Burge. 
The store handles the Waik-Over, 
Freeman and Haftan shoes. 


Picture Puzzles 


LyNN, Mass.—Picture puzzles, the 
popular pastime, have brought quite 
a volume of business to some firms of 
Lynn, that are ordinarily engaged with 
shoe, leather and related matters. 
Dealers in fibre board, who ordinarily 
supply their board to makers of shoe 
stock, are now selling tons of it to 
the makers of picture puzzles. The 
die makers, who ordinarily make dies 
for cutting leather for shoes, are now 
fashioning dies for cutting out picture 
puzzles. One firm is using an emboss- 
ing press,familiar equipment of tanners 
for cutting out pictures. It stacks up 
board in the press several layers thick, 
and drives a die through them. Some 
of the pictures are spray finished, like 
leather. One firm, that ordinarily 
makes supplies for shoe factories, is 
running overtime, getting out picture 
puzzles, the manufacture of which it 
took up as a side line. 





Trade Conditions in Germany 


BERLIN—According to German trade 
union statistics, unemployment in the 
tanning industry registered a slight de- 
cline in November. At the end of the 
month 24.8 per cent of the leather 
trade union members were unemployed 
as against 27.7 per cent at the end of 
October and 28 per cent at the end 
of September. A further 27 per cent 
of the organized workers were on part- 
time schedules as against 28.7 per cent 
at the end of October and 27 per cent 
at the end of September. 

Unemployment in the shoe industry 
declined to 33 per cent of the union 
members as against 34.6 per cent at 
the end of the previous month and 36.1 
per cent at the end of September. Part- 
time work dropped to 35 per cent com- 
pared with 37.2 per cent and 39.7 per 
cent at the end of the previous two 
months, respectively. 


Old Shoe Town 


Row.Ley, Mass.—Wilbur K. Foster 
is making slippers for men, and shoes 
for boys, in the Foster factory, near 
Rowley Common. The Fosters have 
made shoes in this factory since the 
middle of the last century. Rowley is 
a very old shoe town. Its records speak 
of the manufacture of “inner souls.” 
Most likely that was in the days when 
shoes were made with a conscience. 


Acquires Rockland Factory 

ROCKLAND, Mass.—The Norman Shoe 
Company of Cambridge, Mass., re- 
cently leased new factory quarters on 
the ground floor of the factory former- 
ly occupied by the Emerson Shoe Co. 

The new company, manufacturers 
of women’s and misses’ shoes, start cut- 
ting next week and will bring em- 
ployment opportunities to more than 
800 shoe workers of this city. 


































































the foot. The shoe flexes farther for- 
ward than the foot does with resulting 
injury to the foot. 

The wedging of innersoles at the 
sides to true up the balance of the foot 
received only a scant measure of praise 
from the speaker. He is a devotee of 
the wedged innersole but does not be- 
lieve that the correct positioning of the 
wedges has yet been achieved. 

“Examine a naked human foot at 
rest,” he said, “and you will see that 
the toes have a tendency to curve up- 
ward a bit. If you lay a ruler so that 
it rests on the bottom of the heel and 
the ball of the foot, you will see an 
appreciable gap between the ruler and 
the bottoms of the toes. But what hap- 
pens when we walk? As we rise on the 
ball of the foot, the toes curve down to 
get a grip and do their part in pushing 
the body forward.” 

Mr. Krippendorf claims that with the 
usual innersole, or even with those 


HOMELY OBJECTS ILLUSTRATE FOOT FITTING 
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wedged at the sides, you get a condi- 
tion very similar to that shown by the 
previous illustration of a ruler laid flat 
on the bottom of the foot. “When the 
toes turn downward to get their grip,” 
he says, “the surface of the innersole is 
so far away that they cannot reach it.” 

So he advocates wedging the inner- 
sole (increasing its thickness) around 
the toe part of the shoe, thus allowing 
the toes of the foot to function as they 
were intended to. 

The club meeting, held in the Hotel 
Statler, was presided over at the open- 
ing by President M. P. Gaddis who 
then turned the gavel over to Charles 
C. Hoyt, a former president. The meet- 
ing was dedicated, in fact, to past 
presidents who have served since the 
turn of the century—Hr. Hoyt, Alfred 
W. Donovan, Herbert L. Tinkham, John 
A. Gardner, Horace A. Drinkwater and 
Augustus H. Vogel. There was a large 
attendance of members and guests. 











Here’s a New One 


SEATTLE, WASH.—A striking innova- 
tion in effective footwear for the Husky 
football team, and its opponents in 
the big Christmas charity game here 
this December, was the use of rubber 
basketball shoes for gripping the ice 
and securing traction that could not 
be secured by the teams’ regular shoes. 

Coach Jimmy Phelan of the Uni- 
versity of Washington’s team of Hus- 
kies here stole a march on the West 
Seattle team in the big game. He 
sprang a surprise by outfitting his 
Husky squad with the rubber shoes 
that gripped the icy gridiron. From 
the start of the contest, the West Seat- 
tle team realized that the rubber foot- 
wear of the opposing team was defeat- 
ing them in this great Christmas char- 
ity game, with the grandstands packed, 
and the West Seattle team going down 
to ignominious defeat, for lack of ap- 
propriate shoes. 

Telephone calls were put in down- 
town for rubber footwear. 

At last they arrived—but only for 
the second half. Traction was finally 
gained and the Huskies held in check 
with the rubber shoes—but only after 
the superior footwork in the first half 
of the contest, thanks to the foresight 
of the Washington coach, had won too 
much of a margin to be overcome, and 
final victory for the college men. 





Punches & Perforations, Etc. 


One hole in the shoe is poverty, 101 
is style (1932 version), and 201 is more 
style (1933 version). 





Good. old muley cow—100,000,000 
pairs of shoes to be made of her hide in 
1933—so tanners say. 





“Government is a great shoemaker 
comments Shaw, the wit. If the tacks 
or taxes hurt, there’s trouble good and 


plenty. 





Lighted heels reported from England 
—red lights on the feet flash warning 
signals to oncoming motorists. Is the 
shoemaker to become an electrician? 





Cinderella, the fairy story, banned 
from Chicago schools, as unfit for chil- 
dren to read! How many generations 
have been raised on the famous story 
of the glass slippers? Where’s the poet 
who exclaimed, “Romance is virtue, 
realism is vice”? 





What weight shall a man carry on his 
feet? That’s one issue for 1933. 





“Tanners of sole leather are most 
interested in the spread between backs, 
bends and shoulders”—so says a prosaic 
market report, though, at first glance, 
it looked like a comment on the fashion 
of backless dresses. 





“Tack Spitters” 


LYNN, Mass.—More hand lasters are 
employed here. In fact, more hand 
lasters are at work than for any period 
since before the war. “Tack spitters” 
is the name sometimes given to these 
crispins. It’s astonishing to see them 
pour half a package of tacks into their 


a time, fit them to a shoe and drive 
them home with a hammer. Though 
millions of tacks are used this way, 
yet there is no record of a laster ever 
swallowing a tack. That shows what 
trained mouths, as well as trained 





hands, will do in shoemaking. 
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mouths and then spit them out one at- 


Boot AND SHOE RECORDER 


Donald G. Moore Becomes 
Manufacturers’ Agent 


LYNCHBURG, VA.—Donald G. Moore of 
Lynchburg, Va., shows his faith in the 
‘future and progress of the shoe industry 
by his recent decision to enter business 
on his own account as manufacturers’ 
agent. This announcement will be of 








DONALD G. MOORE 


interest to his many friends in the trade, 
and to those shoe manufacturers who 
will become his customers. 

Through many years’ experience in 
different manufacturing departments, 
Mr. Moore has achieved a thorough 
knowledge of practical shoemaking. 
Since a very early start in the cutting 
room, the problem of making good shoes 
has held his interest continuously. For 
some years past, he has been buying sup- 
plies, findings and upper leather for the 
Craddock-Terry plant at Lynchburg. 

This first-hand knowledge of factory 
conditions will be a particularly valu- 
able asset to those shoemakers who use 
the products he represents. Necessity 
for such close cooperation and mutual 
understanding is being more and more 
widely recognized. 

At Lynchburg Mr. Moore has estab- 
lished headquarters from which he will 
cover Virginia and adjacent states. One 
of his first accounts is the Dewey and 
Almy Chemical Company for whom he is 
already doing an active business in 
Darex soles and heels, insoles, shoe 
cements, and stitchdown welting. 


Shoe Exhibitions Pay 


Los ANGELES—Semi-annual shoe ex- 
hibitions, in the spring and fall, at the 
J. W. Robinson department store, ac- 
cording to Louis Maupin shoe buyer, 
are a means of stimulating business in 
regular merchandise as well as in the 
special models featured. The exhi- 
bitions publicize a certain make of shoe 
for which special orders are taken and 
the shoes built to a customer’s special 
requirements. Robinson’s shoe salon is 








on the third floor ready-to-wear. 
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JHARE  voUK 


PROBLEM/ 


Wry Us ______..___. 
THE /ERVICE / FREE TO YOU 





TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes: and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


All manufacturers, wholesalers and others, 
having goods to supply the following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 239 West 39th St., 
New York, N. Y. 


'N 1401. Men’s work shoes at low prices. 
1402. Shoe chairs and fitting stools 


1403. Window backgrounds and display 
materials. 


1404. Men’s cheap dress shoes. 
1405. - Women’s cheap novelties. 
1406. Children’s low priced. footwear. 
Store lighting and equipment. 
1408. Floor covering for shoe store. 
1409. Nurses’ oxfords. 
Window fixtures for displays. 
Valances for show windows. 
Store fronts. 
Stock lining labels. 
Arch supports. 
Women’s comfort shoes. 
Courses in chiropody. 

.' Foot correction and arch making. 
Wooden sole shoes or clogs. 
Women’s orthopedic shoes. 
Women’s riding boots. 

Foot measuring device. 
Men’s spats. 
Official Girl Scout shoes. 


ae me 


Women’s smart styled footwear. 


22 2:22 22Z2eteezwzeszetezezegkzezezkz2:2 Zz 





For Your Convenience We List the 
Following: 


Arch Applilances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Bookkeeping Systems 
Book on Leather Industry (Free) 
Book on Rubber Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s a ag eee State Grade: 
dals 


Sheepskin turns and Prewelts 
Chiropody Schools 
Dye Manufacturers 
Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery, State Grade: 


Lighting: 
Interior 
Windows 
List of Union Stamp Factories 


Men’s Division, State Grade: 


White canvas ehoes 
Work shoes 





N 1426. Women’s mules from stock. 


N 1427. Women’s,jn stock shoes to retail 
at $3.00 and $4.00. 


N 1428. Good line of children’s shoes. 


N 1429. Men's high cuts and hiking shoes. 


N 1430. Women’s smart style footwear at 
$5.00 retail. 


1431. X-Ray machines for shoe fitting. 
1432. General souvenirs. 
1433. Riding boots in-stock. 


1434. Window fixtures and store equip- 
ment. 


Tap Dancing 
Wool 


Active Sports Shoes: 
Aviation 
Basketball 
Baseball 
ae 


Camping 
Football 
Fishing 
Golf 
Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 
Rubber Goods 
Resident Buyers 
Riding Boot Accessories 
Store Fronts 
Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Fitting stools 
Mirrors 
Stock Cartons 
Shoe Laces 
Signs, Electric 
Stock Keeping Systems 
Conyeniees 


Books 
Dolls and doll shoes 
General souvenirs 
Shoe Cabinets 
Shoe Dressings and Dyes 
Shoe Findings 
Shoe Heels 
Shoe Ornaments 
Shoe Trees 
Spats 
Trade Mark Directory of Shoes, etc. 
($1.00) 


Vamp Rollers and Stretchers 


Women’s Division: 

Ballet 

Tap 

Russian boots 
Dancing sandals 
Camping boots 

Orthopedic shoes 

Riding boots 

Sport moccasins 

Sport shoes 


Party Slippers 
House Slippers 
Wool Shoes 


Windows: 

Corrugated decorative paper 
Clips for price tickets 
Backgrounds 
Display art panels 
Floral decorations 
Reflectors 
Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 
Show card service 

Arch Support Shoe Stands 


Dancing— 
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The Finest Show Card 





—the most colorful 
—best shoe selling 
Window Display Cards! 


Did you look at your windows this morning? If you were the 
prospective customer, would they “sell” you? 


Too many trims are given over to selling some manufacturer’s 
line or brand. Are yours? 


RECORDER window display cards are created each month to 
build “good-will” for you, your store, and to sell merchandise. 


They are colorful, artistic, pleasing to the eye, typical of the 
seasonal atmosphere of the month, thus giving the trim a bright 
fresh appearance. To sell something, you must say some- 
thing. RECORDER cards do this for you and your store. They 
are your first “interview” with your prospective customer, tell- 
ing him or her that you have good merchandise, at fair prices, 


with courteous service. 


Recorder Display Cards will double the value of your windows, 
and windows are said to be worth 80% of the rent! 


Samples will be sent on request 


" 





FEBRUARY 


Gold board; design in yellow and 
black; text in black. 


FEBRUARY CARDS 


Complete Texts 
sent on request: 


4 cards—Women’s Shoes 


2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On store service, fitting, 
quality, etc. 

Single cards—60c. each 
Without text—35c. each 
Special Introductory Service 
3 cards, with 50 blank tickets 
without card holders at $1.50 
per month 


On Annual Contract—Two 
Holders Supplied 





PRICE TICKETS—Rich Assortment—Always In-Stock 


Attractive, 














Colorful 
Hand-Lettered 
Price Tickets 


In all denominations 
and blanks 


D—Modernistic, 3-Way two 
tone, Purple with gold 
edge or red with black 
edge, on white. 

6 dosen, $1.25 
12 dozen, 00 

All other price tickets illus- 

trated are in two or more 

colors. 
6 dosen, 85 
12 dozen, $1.50 

J—Adjustable clips for price 

tickets. 2s 
gross, e 
gross, $2.00 

K-—Shoe Carton Tickets. 


1.25 r 600 
od 1000 


MANY OTHER 
PRICE TICKETS 
IN STOCK 


ALSO: Profit Charts Daily 
Stock Record, and Financial 
Record Systems. Ask for 
Samples. 


Cheek with Order- 
Please 





For odd price ticket denom- 
inations not in stock and 
hand lettered, 15¢ per dozen 
additional. 








FREE—A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 
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Service in America! 





HOLDERS— 
Oval base—burnished gold— 


3 color trim 


Harmonize with the finest of 
window display fixtures. 


ais 


Annual Display Card 
Service includes: 


“Store Window Bulletin,” sup- 
plies merchandising and dis- 
play suggestions each month. 
Special Cards, with wording as 
wanted. 
Exchange of Cards: Annual 
card service subscribers may exchange any cards received for others 
of the current month whose texts better cover their merchandising 
program. 
Price Tickets: Blank tickets matching the current month’s cards, supplied free; neat tickets with prices as 
wanted, but which do not match the show cards, also supplied annual card subscribers free; tickets with prices as 
wanted which match the cards are 50c per 100 additional. 
Exclusive Franchise is given with annual card service to one merchant in an average size town, suburb or city 
shopping center. 


rn ane ewe Sema a te a CRRA PREM 





Select the COUPON 
Service You Wish BOOT AND SHOE RECORDER 
as Then Mail Coupon 367 W. Adams St., Chicago, Ill. 
: Please enter our order for the Recorder “Selling 
a 13 hand designed cards each month, each Messages” a service No. cw 
- with different sales messages, die-cut tops, consisting 0 ca 
ntl gagg v ; art card holders, with the first month’s ice, be- 
colorful, artistic, size 9 by 12 inches; with ginning with cards for February for aiwe will 
18- 100 blank price tickets to harmonize with pay _ _per year, payable $ per month. 
- service cards each month (or with prices im- a vy o ro fall yeas aaa asta 
- i : or any unforeseen reason we wish to discontin 
printed, selection of prices as wanted, 50c. service Pm: he expiration of order, we agree to oan 
ce per month additional). Also 6 card holders $1.00 oe sen Jone promeny for each a = 
‘ service delive agree to return ders. 
with first month’s service. We sell Men’s, Women’s, Children’s shoes and ea 
Service ag . (Cross out lines not carried.) 
9 cards cards A , 
No. 2 100 blank . tickets $3.00 50 blank . ti b e Printed Price Tickets:— 
$4.00 4 card holders Monthly 2 card holders 
Monthly 
By Checks from foreign subscribers must be drawn 
or on United States banks, or include exchange. 


- Merchants Service Dept. 
nd BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Il. 
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CLAV/IFIED ann WAN 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 








AD 

















SALESMEN WANTED 


LINE WANTED 


BUSINESS OPPORTUNITY 








A PROFITABLE 
SIDE LINE 


Reputable salesmen selling high 
grade stores invited to correspond. 
Line consists of 40 samples men’s, 
women’s, children’s genuine mocca- 
sins. Following territories, commis- 
sion basis, open—Chicago, Midwest, 
Pacific Coast, Southwest, Southeast. 
When writing give complete infor- 
mation about territory covered, lines 
now carried and stores sold. 


Write to 
YARMOUTH MOCCASIN CO. 
6 East 45th St., New York City 











NEW ENGLAND SALESMAN 


With large following among Department and 
chain stores. Also well rated retailers to 
carry a full line of Women's Red Hot 
Novelties to retail at $1.50 and $2.00. State 
experience and references. Address D-276, 
care Boot and Shoe Recorder, 140 Federal 
St., Boston, Mass. 











SIDELINE Salesmen wanted—State Territory. 
Address D-261, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





you NG men wanted to sell our lines of shoes 
in New York State also in the South. Apply 
with particulars as to selling recora and give 
references. am Shoe Co., 139 Duane St., 
New York, 





EN SALESMEN WANTED. To introduce 
“ the famous Steinbrecher arch support, witb 
its ventilated feature. Preferably men carrying 
shoe findings. For further intormation writ. 
Lenttanes Arch Support Co.. 2011 (Cl bour> 

Ave., Chicago, Ill. xceedingly generous com- 
mission. 








FOR RENT 





R20M now occupied as shoe store for rent. 
Splendid windows and location; fixtures for 
sale; thriving Wisconsin ohy of 8000. Address 
D-279, care Boot & Sas ecorder, 367 West 
Adams Street, Chicago, I 


LINE of tennis to carry in connection with my 
shoes in grades that could be sold to the 
trade around 35c. Paul J. McClure, 791 Meda 


St., Memphis, Tenn. 





RAVELING representative—18 years’ ex- 

perience among Chicago, Illinois, Wisconsin 
retailers wishes pular line of ladies novelty 
shoes to retail at 32) 2.00 and $3.00. Ralph Wolpe, 
3722 Grenshaw Street, Chicago, Illinois. 





WANTED for Chlesge and nearby sertltory, 2 
line of Ladies style shoes to retail at $2.9 
Norman Southern, Room 1604, 209 So. Siete 
St., Chicago. 





WANTED a line to sell the mail order houses 
of Chicago. C. L. Heilburn, 1440 E. 52nd 


St., Chicago, II. 





WANTED. A line of popular priced ladies 
novelties for California. Commission basis. 
Address Al. Stein, 736 Mendocino Ave., Santa 
Rosa, Calif. 





WANTED. A good line of ladies novelty shoes 
to retail at $1.95 and $2.95 and a popula 
priced line of boudoir slippers and a_ vovular 
priced line of sandals for Gneeain and Alabama. 
Commission basis. Travel by car. F. O. Roesel, 
Woodbury, Ga. 





[ AM open for a line of men’s, women’s, or 
general line of shoes to cover Western Penn- 
evens. Have an established trade of well- 
rated accounts. Ten years with International 
Shoe Co. Best of references. What have you 
to offer? Address, S. J. Boyer, 5160 Keystone 
Street, Pittsburgh, Pennsylvania. 


WAN ED. Manager to buy one third interest 
($2, 000 needed) and take complete charge 
smartest women’s specialty shop northern New 
York State. New capital to open children’s de- 

rtment. Reply direct to D-280 care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. 





VERY shoe store should have a trained Chiro- 
ist. Complete course by correspondence. 

Aéoimeats, ba supports, surgery taught. 

VANS FOOT INST., Montgomery, Ala. 








POSITION WANTED 


MY services will be available after March first 
to some good shoe store. Have 20 years ex- 
perience which includes complete knowledge of 
the foot; how to measure for special construc 
tion; store management in all its details, as well 
as window trimming. Interested in a job, rather 
than a Position. . Lewis, 34 Prospect Ave., 

Gloversville, N. Y. 








NATIONALLY known factory representative 
with a comprehensive knowledge of shoe 
merchandising from every angle is seeking 
change of territory. What have you? Address 
1-278, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





THOROUGHLY experienced shoe buyer, foot 
rrectionist and store manager with connec- 
tion. Can take your store or department out of 
the price racketeering field by — it to the 
needs _ our community. Address D-277, care 
Boot & nos agerer, 239 West 39th Street. 
New York, N. 








LADIES Novelty line, retailing under $3. 0” 
consignment basis. 100 per cent location in 
large western city. Address D-281, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








FOR SALE 


ESTABLISHED shoe store. Excellent oppor- 
tunity. Good town in Penn. Ideal location 
and low rent. Small investment required. Step- 
ner, 168 Mapes Ave., Newark, N. J. 





WANTED TO PURCHASE 








We will pay the best erice for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases cospmed. 


- Write : 


All matters strictly confidential. 


I. SIMON CO. 
101 Reade St. New York City 
Phone Worth 2-5922 Est. 1880 

















CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 
$1.25. When a box number is desired twelve words should be added for "ae address. ia all other cases each 
word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&* Advertisements for this page must be in our New York office on Friday of the week preceding publication. ®& 


7 cents per w 


Minimum charge 








When writing advertisers please mention Boot and Shoe Recorder 
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HOTELS 


HOTELS 


WANTED TO PURCHASE 





YEARLY RENTALS 


® snap etsiummaltiagatainn @ private bath with shower 





@ serving paniry 


319 W. 487: ST. 


ft @ complete hotel] service 


TEL. PENN. 6-5900 





JUST WEST of BWAY f 


NEW YORK 
1000 ROOMS 


EACH WITH BATH AND SHOWER 
Circulating Ice Water... Radio... 
Large Closets...Full Length Mirrors 


OTHER UNUSUAL FEATURES 
SUN-RAY HEALTH LAMPS 
Roof Solarium... Air-Cooled Restavran 


nop $2950 Sas $00 
| IN THE HEART OF TIMES SQUARE 


Dustless Leathers 


PEABODY, Mass.—Tanners here are 
making further progress in the manu- 
facture of dustless leathers, whose fin- 
ishes will not catch dust, or, if the 
dust from the streets is so thick that 
they do, then the dust may readily 
be wiped off with a cloth to make the 
finish fine and bright again. 

Even are some of the suede and 
chamois finish leathers now being 
made in the dustless class. That’s 
one reason for the larger use of them 
in apparel, as well as shoes. It’s 
familiar enough that grain leathers 
are more dustless than ever. Oily mud 
can even be wiped off some of them 
with a cloth dampened with soap and 
water. 

What a change! Who remembers 
those days of old when shoes picked 
up so much dust, streets then not com- 
monly being hard paved, that the dust 
coat almost had to be shaved off the 
leather of the shoes with a knife. 














HOTELS OF DISTINCTION 
IN ST. LOUIS 


$300 


to 
$45.0 
Tuband 
Shower 


MAYFAIR 


EIGHTH and _ CHARLES 
an 


LENNOX 


NINTH and WASHINGTON 


im §T. LOUIS 


In the very center of 
things. Just a step from 
theatre, shopping and busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


Coffee Shop 


Club Meals Garage Service 


OPERATED BY HEISS HOTEL SYSTEM 





Makes Good Profit Showing 


PORTLAND, ORE.—Spencer W. Long, 
of the Buster Brown Shoe Store in 
Albany, Ore., received the congratula- 
tions of Floyd L. Wisherd, Oregon rep- 
resentative of the Brown Shoe Com- 
pany, on having his store rank second 
in the United States for net profits on 
investment. 

The Buster Brown show store in Van- 
couver, Wash., was the top notch store 
in the entire country. 





Buyers of Surplus Stocks 


We will buy surplus or enti toca 
from manutacturers. jobbers or retail E* 


QUANTITY NO Phoserorad 
KIRSCH - BLACHER CO., Inc. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 

















See Price Decline Halted 

LONDON, ENG.— The pick-up after 
the holiday period was rather slow in 
the shoe trade of the United Kingdom, 
but there are plenty of indications that 
a brisker tone will soon set in. The 
position is such that no one really an- 
ticipates an immediate move of any 
magnitude, but the general feeling 
exists that a more hopeful future may 
be expected. The majority of retail 
shops are running some sort of clear- 
ance sales and are not buying until 
these are over. The price situation is 
the principal one now. The general 
opinion seems to be that the decline is 
arrested and that a slow upward trend 
should develop, with possibilities of 
larger profits in 1933. 


Opens New Shoe Section 

BostoN—Boston’s newest shoe de- 
partment was opened officially Janu- 
ary 30 on the first floor of the store 
of Conrad & Company, Inc., on Win- 
ter street. To make room for the de- 
partment which occupies a_ space 
about 30 by 60 feet, the women’s 
sportswear department was relocated; 
and a salon type department was cre- 
ated for the merchandising of women’s 
shoes at $4, $6 and $7. 

Individual chairs of walnut, with 
blue upholstery, were placed in groups, 
scattered about much as would be 
done in arranging the furniture in a 
large living room. Overhead light- 
ing is supplemented by table lamps 
strategically located to carry out the 
living room idea. On the floor is a 
monotone rug of blue matching the 
chair upholstery. 

The $4 and $7 shoes are private 
brands, known respectively as_ the 
Riviera and the Mirror-of-Fashion. 
The $6 shoes, which are strongly fea- 
tured in the windows and in the in- 
terior display, are Red Cross shoes, 
the downtown franchise for which has 
just been taken over by this store. 

The department was actually open 
and doing business one full week be- 
fore any mention of it was made in 
the store’s advertising. During this 
week sales reached the sizable volume 
of $3,600. The initial stock was about 
6,500 pairs. 

In charge of the department is H. 
L. Mahoney, who has behind him years 
of retail shoe experience with the 
Ground Gripper Corporation; and with 
other stores in Boston and vicinity. 




















BOOTS AND SHOES 


Ault-Shackford Shoe Co., Auburn, Me.... 


Bass, G. H., & Co., Wilton, Me 
Belle-Meade Shoe Co., Nashville, Tenn 


\ Blog Shee Co., Inc., New York City 


“a 
Chase, W. S., Sons, Haverhill, Mass 
ba wall Edwin, & Sons, Inc, E Welmouth, 

M 50 


Connelly Shee Co,, Stillwater, 
Coon, W. B., Co., Rochester, N. Y 
Craddock-Terry Co., Lynchburg, Va 


Craddock-Terry Co, St Louis, Mo 


Dodge, Bliss & Perry Co., Inc., Newbury- 
M 52 


port, 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 50 
Enna Jettick Shoes, Inc., Auburn, N. Y... 23 


Freeman-Thompson Shoe Co., St. 


Hannahson’s, Haverhill, Mass 


Kendall Shoe Co., Haverhill, Mass 


Mrs. be Ideal Baby Shoe Co., Danvers, “ 
Mass 


Museback Shoe Co., Danville, Ill 


Marathon Shoe Co., Wausau, Wis 
Nettleton, A. E., Syracuse, N. Y 


— Bush & Weldon Shoe Co., Milwau- 
is. Front Cover 


Old Colony Shoe Co., Brockton, Mass 

Pedigo-Lake Shoe Co., St. Louis, Mo 

Peters, Branch of Int. Shoe Co., St. Louis, - 
Mo. 


Richards & Brennan Co., Randolph, Mass.. 


Roberts, Johnson & Rand, St. Louis, Mo., 
2nd Cover 


Robinson-Bynon Shoe Co., Auburn, N. Y.. 45 











j 
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A BUYING GUIDE TO 
OUR ADVERTIYERY 


IN THIY 


IVS UE 


<¢ 





Shaft-Pierce Shoe Co., Faribault, Minn.... 52 
Smith, J. P., Shoe Co., Inc., Chicago, Ill.. 50 
Stacy-Adams Co., Brockton, Mass 

Swan Shoe Co., Baltimore, Md 


Weyenberg Shoe Mfg. Co., Milwaukee, Wis., 
3rd Cover 


LEATHER AND OTHER MATERIALS 
Allied Kid Co., Boston, Mass 


American Hide & Leather Co, Boston, Mass. 33 
Colonial Tanning Co., Boston, Mass 

Evans, John R., & Co., Camden, N. J 
Goodyear Tire & Rubber Co., Akron, O. .26-27 
Hubschman, E., & Sons, Phila., Pa 

Kistler Leather Co., Boston, Mass. .Back Cover 
New Castle Leather Co., New York City.. 41 


Ohio Leather Co., Girard, O 


MACHINERY, LASTS, MFRS.’ SUPPLIES 
DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md 

Tubular Rivet & Stud Co., Boston, Mass... 51 

wees Shoe Machinery Corp., Boston, 
6-4 


SHOE ACCESSORIES 
Sosuetty Shoe Findings Mfg. Co., Chicago, 
54 
Simplex Shoe Tree Corp., Chicago, IIl.... 


Whitcher, Frank W., Co., Boston, Mass.. 


MISCELLANEOUS . 


Hotel Belvedere, New York City 

Hotel Edison, New York City 

Hotel Gov. Clinton, New York City 

Hotel Lincoln, New York City 

Hotels Mayfair and Lennox, St. Louis, Mo. 


Kirsch-Blacher Co., Inc., New York City... 


Simon, I., Co., New York City 


A Shoe Shop as the Child’s 
Eye Sees It 
[CONTINUED FROM PAGE 88] 


needed. Such a display, once put in, 
needs no further care or attention and 
is as enduring as the wall itself. In this 
particular instance the four panels in 
the children’s department are: 

1, The dwarfs with spool and thread. 

2. Dwarfs with measuring tape. 

8. Dwarfs with compass measuring 
a strip of leather. 

4. Dwarfs fitting a shoe on the tiny 
Alice in Wonderland, using a 
mushroom for a fitting stool. 

Floor displays much along the same 

line are also used in this department 
and changed to feature one or another 
special offer of shoes. 


Window Displays 


Naturally much is made of attractive 
window displays for children. School 
opening, Christmas and the various 
holidays throughout the year are oc- 
casions for special window displays 
with attractive effects in harmony with 
the season and time. 

The store makes no special effort to 
appeal to children through oral enter- 
tainment, such as story telling or the 
jollying attitude of the salespeople 
sometimes affected by children’s depart- 
ments on the supposition that children 
are won through such methods. Chil- 
dren are almost invariably as quick to 
resent too much familiarity on the part 
of strangers as they are to resent a 
too-cold attitude. The happy medium 
seems to be to make the appeal to the 
eye and then to treat the children in a 
friendly and quiet manner so that they 
are made to feel they are among 
friends. 

Inasmuch as about twenty per cent 
of this store’s sales are children’s shoes, 
and the firm has handled children’s 
shoes since 1899, it would seem that 
their experience should be of value to 
ahoe stores everywhere. 


To Open New Branch 


BALTIMORE, Mp.—Louis Shearer and 
I. J. Shearer, trading as the Princeton 
Shoe Stores, plan to open another store 
in this city about March 1. The new 
store will be located at 106 West 
Baltimore Street. The Princeton Shoe 
Stores now operate two stores. 
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WOMEN’S CHILDREN’S Boys’ 

AAAA to EEE to Widths and Sizes Ato E 
Sizes 2 to11 $5 Sizes 5 to 14 $5 for ail ages Sizes 1 to 6 n 

Extreme Styles $6 A Few Styles $6 $2 to $4 $3.50 


VITALITY THRIFT GRADE SHOES FOR MEN AND WOMEN... $4.00 
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D: Pa clean white cloth 
in suds of IVORY Soap 
or ef By following these 


WF ring the cloth, and lhen simple directions, 
rub lightly over the sur- you will prolong the 
Jace of the leather. beauty of your shoes 


To revive the lustre, polish and derive greater 
with any good, whitekid 
liquid dressing,* after 
the cleaned shoe is thor- 
oughly dry. 





satisfaction witheach 


wearing of them. 


These are the inside pages of the 
cleaning instruction leaflet which 
PSC LEVOR furnishes free to manu- 


facturers using “The Whitest 
Whites.” 
*Ask the shoe salesman 
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Be sure to ask your manufacturer to sup- 


ply you with the free, cleaning instruc 
tion leaflets for shoes made of LEVOR 
white kid. 


They are a distinct aid to your selling. The 
clerk hands one to the customer as 
he takes the white kid shoes out of the 
carton; she reads it with interest and 


“sells” herself on that pair of shoes. 
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Fullest Opportunity to Help You 


Your safest and best source of profits in 1933 is the big, white kid shoe season just 
ahead. The classic, all-white kid shoes that mean “bread and butter.” season 
after season, will prove more than a relief to the trade weary of forced mark- 
downs. All-over white kid shoes . . . right up to the close of August . . . will 


rescue many a business! 


Get set, in your buying and merchandising, for a record white kid year. Assure your- 
self by featuring the washable white kid . . . “The Whitest White.” Use all 
the plusses in your promotions which LEVOR white kid offers you as an ad- 


vantage over other leathers and tannages, without adding to cost. 


“The Whitest Whites” are produced in specialized volume and priced accordingly. 
It is leather used season after season by the same important factors, and is also 


being bought now by those who tried out “bargain” stock last year. 
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WHITE LEVOR GRAIN KID (Genuine Gbretta) 


WHITE LEVOR GRAIN GOAT (Genuine White Kid) 
LEVOR WHITE SUEDE (Genuine Kid) 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it 1s 


constantly imitated but never equalled 





ITS QUALITY 


is just as superior as its appearance 


ee > P ] 


THE TRADE-MARK 


is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Be sure to get your copy of the 
new Bob Smart catalog .. . 











— now on the press .. . showing 
the finest presentation of men’s 
styles ever shown ... telling of 


the closely-knitted comprehen- 
sive advertising and merchan- 
dising plans ... giving you facts, 
in concise fashion, that show - 
why 1933 will be Bob Smart's 
biggest year . . . with every 
opportunity for business-build- 


Improved Flexible Steel No Bulge at 
Arch Support the Throot 





Points to Fit 
the Foot 


No Breoking-int 


marecomoresie'| ing and good profit for you. 











4 THE CRADDOCK TERRY Company 
BOB SMART DIVISION 








BOB SMART SHOES for MEN-NATURAL BRIDGE SHOES for WOMEN -BILLIKEN SHOES for CHILDREN 
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QUAKER CITY COLORS 


IA 












CHESTNUT | CHOCOLATE BROWN 
FOR WOMEN 
¢ 


























TANGIER BROWN 
FOR MEN 









Always in demand for better 


This trio of Quaker City Kid 
quality shoes, Quaker City Black 


browns covers the major require 
ments for Spring —and, Kid is a uniform leather 


as always, they are ; ae men used $ wherever depend 
authoritative and widely GOATSKEN ‘ability and quality are 
accepted. IS THE LOGICAL LEATHER paramount. 

For MENS SUMMER SHOES 























QUAKER CITY DIVISION 


519 WEST HUNTINGDON ST., PHILADELPHIA, PA. 
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